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HE holiday buying wave has already start- 


...outstanding holiday favorites long before 


ed—and only a few more shopping days and ever since Repeal. 

remain before Christmas and New Year’s. Che OE 

TELL THE PUBLIC YOU HAVE THESE 
QUALITY BRANDS BY FEATURING 
THEM IN THEIR GAY CHRISTMAS 
CARTONS—BY USING THE COLORFUL 
DISPLAYS THAT MAKE YOUR STORE 
OR BAR HOLIDAY HEADQUARTERS. 


Now’s the time to make the most of them— 
to concentrate on the brands in greatest de- 
mand and which pay you the largest profits. 


In the bonded whiskey field, that’s the 
“Fourmost” —first in prestige and popularity 


‘ IF YOU HAVEN’T THIS MATERIAL, SEE YOUR 
be G&AZe DISTRIBUTOR OR NATIONAL MAN AT ONCE 


Of course, you want to finish the present 


and package stores show year after year. 
year with a nice profit. 


And next year, they'll be more popular than 
And the “Fourmost” will help you do just ever, not only because of their past record, 
ae but because in 1942 more men will have 
more money to spend—and when that’s true, 


rou're ing sad 1942— 
But you're also looking ahead to 1942—and they invariably step up to the best. 


here again the “Fourmost” will stand you in 


Old Overholt and Mount Vernon Brand are 
straight rye whiskies; Old Grand-Dad and Old 


good stead. 


For these fine bonded whiskies not only hold __ 


their old customers but they’re constantly 
winning new friends as sales records in bars 


Netviona! Distillers Products Corporurior 


Taylor are Kentucky straight bourbon whiskies 
—all bottled in bond at full 100 proof 


New York 


te 


America’s Great 
Whiskey Valuet 


A GREAT VALUE BEFORE 
BUT LOOK AT IT NOW! 


Thousands are Switching. 
Have Plenty on Hand! 


“HAS HAD NO PEERS 
FOR FIFTY YEARS” 


Only in Golden Wedding can you 
offer a customer fiye superb, dis- 
tinguished whiskies ‘*wedded” 
into one! AND NOW EVERY DROP 
IS 5 YEARS OLD OR OLDER!... 

It’s All Whiskey—and 


| <P aaa greater value than ever! 


A DALY OF STRAIGHT wiSKItS 


. 


aunesie me poinse er 
JOS. 5. FICHE CO IRC. 
ten oe: 


A Blend of Straight Whiskies—90 Proof—Bourbon or Rye. The straight whiskies in Golden Wedding are 5 years or more old. 11%, ene straight 
whiskey 6 years old. 1%, one straight whiskey 11 years old. 88%, three straight whiskies 5 years old. Jos. S. Finch & Co., Inc., Schenley, Pa. 
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PEOPLE IN THE KNOW... 
KNOW ANGOSTURA 


They keep that Angostura bottle behind the bar as 
busy asa bird dog—not just in Old-fashioneds and 
Manhattans but in lots of other drinks as well. 
Serve your customers something out of the ordi- 
nary—sherry and bitters, gin and bitters, whiskey 
and bitters, ete.—they ll thank you for it. And 
for an upset stomach give them several generous 
dashes of Angostura in a little water—they’ll find 
it brings wonderful relief. Angostura is not only 
good in a drink—it’s good for the drinker as well. 


Be generous with the Angostura 
- and you'll serve a Finer Drink! 


| AyC0S7Ypq 


; BITTERS 


A TONIC APPETIZER, _ 
“GOOD FOR THE STOMACH” 
ANGOSTURA-WUPPERMANN CORP. 
304 East 45th St., New York, N. Y. 
Write For Free Mixing Guide 


FOR THAT “SPECIAL” GIFT ITEM 


E FEATURE s 


The Original DARK 
Jamaica Rum... . 


Here is the ideal Gift Item 
for Christmas shoppers who 
are looking for both a dis- 


tinctive and useful gift. This 
full-bodied Jamaica Rum 
with its dark, rich colour 


and extra wealth of flavour is instantly ap- 
preciated by those who enjoy the best. 
For customer satisfaction al- 


yavys—— 


The Rum Must be 
MYERS’S 


“Planters’ Punch” Brand 


100% Fine Mellow Jamaica 
97 Proof 


Write 
of Rum 

R. U. DELAPENHA & CO., INC. 
Agents in the U, S. A. 


Dept. LR-12. 57 Laight Street 
New York City 
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ETWEEN ISSUES 


§=s° PERHAPS IT DOESN'T SHOW, BUT 


we're all a little breathless this issue. “Typewriters, en- 
gravers, printers, and the assorted paraphernalia which 
usually engage our undivided attention, have had to share 
honors with a very persistent group of sirens (air-raid, 
not red-heads). What with continually being dragged 
out from under deep merchandising considerations by a 
rude “alert,” and dangling out of windows to scan the 
horizon anxiously, we've been leading a_pillar-to-post 
existence. Don’t know which will get us first, bombs or 
the dangling, since we’re on the 25th floor with toe-holds 
at a premium. Future months may find the staff turning 
out the issue from under respective desks. Hope this 
won't inject an “under-the-counter” flavor. (Ugh, sorry.) 


5° DESPITE THE VIGILANCE OF AIR-RAID 
wardens, we’ve managed to get out and round up our 
usual array of food for retail thought. A somewhat re- 
vised line of thought in the light of the new crisis, and 
true to form, we’re adapting our material with an eye to 
this revision. We've taken note too, of the extra gaiety 
which the grim backdrop of conflict will throw into holi- 
day festivities, and the opportunities thus opened for extra 
profits. You’ll be interested, we think, in the promotional 
campaign outlined for party selling, gay enough to catch 


the merrymaking spirit, sufficiently subdued to avoid too 
flamboyant a program which might be liable to offend. 
jas- NEVER AVERSE TO A PAT ON THE 
back, we're taking time out to purr with gratification at 


the spontaneous approval accorded our November issue. 
We naturally look upon it with the fond eye of a proud 
parent, but with ever a sneaking suspicion that there may 


be just a dash of bias in our viewpoint. So it brightens 
our world considerably when, close on the heels of some 
very warm commendation Distilleries’ 
advertising manager, A. P. Bondurant, comes this, penned 
by Leon Washington of the Embassy Liquor Store in Mor- 
ristown, New Jersey: “I have your November issue of 
WINE AND Liquor RETAILER, 
esting. A few weeks ago I wrote to you asking for infor- 
mation from which I would benefit, but you wouldn't. It 
seems rather one sided. I didn’t expect anything, but I 
I got mail from so many retailers that I 
had to write to thank you very much.” 


from Glenmore 


which I find very inter- 


got surprised. 


te WE HAD NO SOONER 
smug smirking occasioned by Mr. Washington’s note, in 
the hope that the distiller-Washington correspondence 
would blossom into a beautiful friendship, than the next 
mail brought us a missive from Tom Hrousalas, who 
operates the Owl Liquor Store in Albuquerque, New 
Mexico, and who rates a special place in our affections. 
Mr. Hrousalas not only gives us a rousing sendoff, but has 
evidently taken all of Liquor Publications, Ine. to his 
heart, since he requests sample copies of everything under 
the LP aegis. We are very happy indeed and are now go- 
ing off into a corner (the one where we keep old galoshes 
and back numbers of the Police Gazette) for ten minutes 
of quiet, uninterrupted simpering. 


FINISHED THE 
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AGAIN THIS CHRISTMAS ! — SEAG? 
OFFER THE G/7 JARILL OF THE HAR! 


SEAGRAM’S V.0. CANADIAN WHISKY 
IN ITS LUXURIOUS AND USEFUL GIFT CASE 


Here’s the ideal gift that customers of 
yours will putat the top of their Christmas 
lists... for the select few they specially 
want to honor. 


you are featuring Canadian Whisky at 
its glorious best. You are offering your 
customers the gift thrill of the year! This 
rare imported whisky builds business . . . 


good solid business on a permanent basis! 


It comes in a special gift box—a 


rich brown case of simulated leather, So this Christmas it will pay you hand- 
heavily tooled —a permanent glove, somely to display, push and sell 


hha 


Seagram’s V.O.— in its thrilling 
gift case. 


ndkerchief, or jewelry box. 

Rarer, lighter than ever... the swing 
s toward Seagram’s V.O.—the leading 
Canadian Whisky aged seven full years. 


\nd when you feature Seagram’s VY. O. : ; : % 


IMPORTED. 
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86.8 Proof. Seagram-Distillers Corporation, New York 


—_ 4 Yd 
CANADIAN WHISKY 
Sea ram's VO. A BLEND OF RARE SELECTED WHISKIES 
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DISTINGUISHED 


QUALITY 


BLACKBERRY 


FLAVORED 


BRANDY 


Every product that bears the 
honored ARROW label has 
been rigidly tested to make 
sure that it meets ARROW’s 
extremely high standards of 
quality. That’s why ARROW 
Liqueurs find a ready wel- 
come with your customers. 


DISTILLERIES, INC. 
DETROIT, MICH. 
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PROHIBITION NOT IN CARDS 


At a time when prohibitionists are ad- 
mittedly girding themselves for 
action, Liquor News, in its December 11 
issue, first edition after the outbreak of 
War, presents an editorial comparison of 
the situation now and during the last war 
which shows that no true analogy exists, 
favorable to the prohibitionist forces. 


renewed 


The two chief reasons for imposition of 
national prohibition during the last war— 
for grain conservation and 

industry abuses—have 
parallel, the publication 


necessity re- 
sentment against 


no present-day 


points out in an editorial entitled, “The 
War and Our Business’, and concludes 
that neither the general public nor mem- 


bers of the alcoholic beverage industries 
need fear-a return to a dry status by this 


nation. 


Vhe editorial marshals the 
eight facts to support this conclusion: 


following 


1, Contrary to the situation in the last 
war, there is no Lever Act and grain sup- 
plies are ample for all needs. 

2. All but three states have legalized the 
sale of alcoholic beverages, and in 17 of 
these states, representing over 30 percent 
of the total liquor purchasing power of 
the country, and including 41,000,000 
people, the state itself holds a monopoly 
of the legal- liquor industry, and is en- 
tirely responsible for operation. 

3. There is nothing in President Roose- 
velt’s past record to indicate in the slight- 
est degree that he might favor again out- 
lawing the industry. 

4+. No abuses in or near 
camps are possible, since the industry it- 
self is cooperating completely with state 
and local governments in preventing 
harmful conditions. 

5. In the last war, abuses were properly 
laid at the door of the corner saloon, a 
“focal point of infection.’ The brewers 


serious army 


have cleaned house. 
6. Of the 15 or 20 liquor corporations 


which account for 70 percent of total 
liquor business, all the larger concerns 
are “public” companies whose stock is 
listed on the big board. 

7. With size has come conservatism. 


“These companies have too much at stake 
to go in for slush funds, improperly in- 
legislation, and the 
skullduggery that was charged 
the industry in the old days.” 

8. Most of the key supplies used are 
not essential to defense. 


assorted 
against 


fluencing 


FTC CASE RECESSED 


The Federal rade Commission  re- 


opened its hearings in New York City, 
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EWs OF THE TRADE 


Tuesday, December 9, after a_ recess 
which has continued since February, in 
its case against the National Retail 


Liquor Package Stores Association, mem- 


ber associations and various individuals, 
cl ing boycott and price-fixing con- 
spiracy. 

The government concluded its case 
after four days of hearings, and another 
recess, expected to last several months, 
was announced. At the end of that 


period, attorneys for respondents will be 


heard. 

Since the hearings are considered just 
one part of the government’s currently 
active campaign in various industries 


allegedly prejudical to 
the consumer's opportunity to buy in free, 
general 
the 


dustries. 


practices 


against 


open competition, its result h t 


interest, as well as one speci to 


retail sale of alcoholic beverag 


An aspect which may be yrtant is 
the effect the war will h on gen- 
eral governmental views anc eedings, 
symbolized by New York’s xciting 
air raid alarm, which disrupt the first 
day’s sessions. Since Fed var-time 
industrial control will inev call for 
some degree of price-fix FTC's 


campaign in behalf of o npetition 


have already been stult 


may 

In the first four da stimony, 
FTC Attorneys DeWitt ‘I cett and 
E. L. Smith concentrated iitempting 
to bring out evidence that suppliers and 
dealer leaders in the metropolitan New 
York area had entered into price-fixing 


and boycott agreements. 


developed in 
d. These 


Little evidence ex- 


amination of 


was 


first witnesses c 


included I. M. Bomba, manager of the 
import division of Schieffelin & Co.; 
Kenneth S. Baxter, sales manager of 


Frankfort’s metropolitan sales district; 


Joseph G. Friel, Seagram's assistant sec- 


retary; Joseph A. Tapee, assistant treas- 
urer, Austin Nichols & Co., and Robert 
E. Healey, secretary of the Council of 


Metropolitan Package Stores Associations. 
wholesalers and other retailer 
were called. 


Several 


leaders also 


In questioning Harry Levine, Kingston 
Wine & Liquor Co., Brooklyn, govern- 
ment attorneys brought out more interest- 
ing testimony. Levine said that organized 
“pressure” by dealers had resulted in dis- 
tillers refusing to sell supplies to price- 
cutting retailers. 

William Steinberg, former head of the 
national association and now a champagne 
importer, who is one of the respondents, 
said that Scotch importers had attempted 


to “control the industry.” His statement 


was made as he was being questioned 
coneerning “Buy American” campaigns, 
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MAKES A WHISKEY GReEar 


Uf, 
ee IG reat whiskies are not 4 matter of luck. 
ee Time-honored formulas, infinite patience, tech- 
h ingredients 


ee . . . . 
nical skill, blending genius—of suc 
as these, plus the desire to utilize them, are 


notable whiskies distilled. 

elebrated both for its crafts- 
and the will to use that skill. 
the 


mbol of whiskey quality. At 


skilled hands 


Park & Tilford is ¢ 


manship in whiskey-making 
That is why today, as for over one hundred years, 
name Park & Tilford is a Sy 
e own and operate, 
mbol—turning out fine whiskies 


iskies that fully live up to 


the four distilleries W 


stand guard over this sy 


for every taste and purse; wh 


the great tradition they represent. 


The high regard many of y 
& Tilford whiskies offers you 
e rewards of fame. You share those rewards 
a Park & Tilford whiskey. 


our customers have 
for Park a rare opportunity 


to share in th 
me you serve Or sell 


PARK & TILFORD 
DIS 

» EXECUTIVE OFFICES AT NEW YORK - ES 

AGO . 


ones AN 


every tir 
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ce You'll see the 
SANDEMAN 


DON 


in the better 
magazines 


You’re going to have more wine- 
lovers than eyerin yourstore this 
winter—and they're going to be 
asking for Sandeman Ports and 
Sherries. Because an aggressive 
campaign on Sandeman wines 
is now appearing in anincreased 
number of leading national 
magazines! There is no shortage 
of Sandeman wines—and no 
shortage of advertising behind 
them. Get ready for a big season 
with these superb imported 
wines. 


Ports from Portugal 
Alcohol by volume 19-21% 


Sherries from Spain 
Alcohol by volume 18-20% 


NEW YORK, N.Y. 


SANDEMAN 
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alleged by the government to constitute 
boycott action by retailers. 
Attorneys for the respondents, who in- 


cluded Herman C. Silverstein, Jacob 
Steinberg, John Schneider, I. William 
Schimmel, Seymour Groshut and Arthur 
Kestler, in cross-examination followed a 
consistent policy of attempting to demon- 
strate that all petitions of retailers to 
suppliers were in the form of requests 
that the latter enforce their “fair trade” 
contracts. 


OPPOSE QUANTITY DISCOUNT 


An interesting California development, 
of possible future national significance, is 
the proposal that consumers be granted 
quantity discounts on less than case pur- 
chases. Under the suggestion, if adopted, 
distillers in California would be allowed 
to post “fair trade” prices including such 
discounts. 

Henry Epstein, president of the North- 
ern California Retail Liquor Dealers’ As- 
sociation, San Francisco, opposes the idea, 
on these grounds: 

1. Proposed discounts would be “only 
the opening wedge in reduction of the 
dealer’s profits. 

2. They would result in “untold chisel- 


ing.” 
RETAILERS TO AID ALI 


Plans have been made to invite na- 
tional, state and local package store as- 
sociation participation in the work of Al- 
lied Liquor Industries, Inc., new all-in- 
dustry public relations group. 

Dealer organizations will be asked to 
help in the organization’s announced ob- 
jectives of defending the industry against 
attacks; bringing the truth about the in- 
dustry to the general public; educating 
the public regarding alcoholic beverages, 
their proper use and how to avoid abuses; 
and disseminating factual information 
concerning taxation and legislation, and 
the social, fiscal and economic aspects of 
the industry. 

It is expected that the work of in- 
dividual retailers will be particularly 
valuable in the last-named objective, since 
while distillers and wholesalers meet the 
public infrequently, dealers are in con- 
stant touch with customers and the gen- 
eral public. 


CAPITAL “CENSORS” ADS 


Newspaper “censorship” of retail liquor 
advertisements has been adopted by the 
Washington Daily News. 

Vhe newspaper has adopted the policy 
of requiring retail liquor advertisements 
to show dates on which special prices pre- 
vail and limitations in quantity, if any, 
that may be purchased by one customer. 

The News said it had received com- 
plaints from readers that sometimes when 
they sought to buy advertised liquor at 
retail stores, they were told that “the time 
limit” had expired, or were limited in the 
quantity they could buy at the special 
price, 


THE NEWS IN BRIEF 


Alfred E. Driscoll, New Jersey Com- 
missioner of Alcoholic Beverage Control, 
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has requested the Department of Govern- 
ment Research of the New Jersey Cham- 
ber of Commerce to make an independent, 
administrative survey of the operations of 
the state ABC department, in the interest 
of both greater economy and increased 
efficiency. 

“Resale Price Maintenance as Ex- 
pressed by Fair Trade Laws in Force 
January 1, 1942”, a 32-page manual, will 
soon be ready for distribution by the 
American Fair Trade Council, Inc., ac- 
cording to Harry Meixell, executive vice- 
president. . . Regulations providing that 
distillers must submit scales of prices to 
the liquor board, and that no alcoholic 
beverages can be sold to retailers under 
such prices, have been adopted by the 
Indiana ABC. 

The Alcohol Tax Unit, for its own in- 
formation, has been making a check-up 
on liquor prices before and after the im- 
position of the $1.00 per gallon increase 
on distilled spirits, effective October 1, 
last... It is also announced that the ATU 
will add 190 men to its enforcement staff 
in the current fiscal year ending June 30 
next, as a result of recent increases in 
liquor and wine taxes and to insure col- 
lection of the maximum revenue from 
these sources. 


Charges were preferred early in De- 


cember against Mayer Ilermele, New 
York, a salesman employ Belmont 
Distributing Co., Newark, quor whole- 


saler, alleging that on 1 nber 3 he 
gave a cash “kick-back” Yew Jersey 


retailer in connection w the latter's 
purchase of a quantity « vitiskey. 
Liquor licensees in the ial capital 
and all their employees t be finger- 
printed under a recent on of the 
Board of Commissioners he District 
of Columbia. . . Wholesale erman, Ine., 


and Holly-Stover, Ine., ha 1rough their 
vyumbia filed 


district court to dis- 


attorneys in the District of ( 


motions in Federa 


miss the injunction suit Martin F. 
O'Donoghue, attorney for five local retail- 
ers, complaining against alleged excessive 


and discriminatory discounts reportedly 
granted to certain retailers by these two 


wholesalers. 
ARKANSAS ACT VOID 


Supplemental retail liquor permit  re- 
quirements, including most of the pro- 
isions of the 1939 liquor control act, 
invalidated recently by the Pulaski 
chancery court, have been issued by 
Arkansas State Revenue Commissioner Joe 
Hardin. They prohibit stores within 200 
yards of a church or school, or within 100 
yards of another liquor store, except 
where trade warrants another store, in 
the commissioner’s view. 

John Meidert of Levy, whose suit re- 
sulted in voiding of the 1939 act, has been 
granted a permit. The 1939 law said not 
more than one store per 2,000 inhabitants 
would be permitted to operate in a com- 
munity. 

Despite the decision, however, Com- 
missioner Hardin says Levy and West 
Memphis are the only places in Arkansas 
where conditions justify establishment of 
additional liquor stores. 


... Push BP this month 


for better business next year!...The purse strings 
are looser. More people buy better stuff. Sell the best, 
and the habit of buying the best!... Because the 
holidays are a sampling season as well as a selling 
season...When you sell BP you do a favor—to the 
man who buys it, gets it, and drinks it...and to 
yourself because BP repeats! ...Ask any package 
store or bar which has handled BP for the past year! 
There isn’t any mystery about why this whisky 
sells...lt has had a fine reputation for two hundred 
years, and is rated among the three best Scotches in 
the world today ..It has a fine flavour that most men 
like, and it’s light in body. .BP is still the same 
whisky it always was ... still distilled, blended and 
bottled in Scotland ...and shipped to distributors 
here from Leith ... If you haven't BP in stock, order it 
at once! The week before Christmas is the best in the 
year...to make customers for next year! 


86.8 PROOF 


lgludsons Say 


‘Best Pourwble 
BLENDED SCOTCH WHISKY 


A BLEND, 


DISTRIBUTED BY; NEw YORK, N. Y., Seggerman Nixon Corporation, Ill Eighth Ave. « BUFFALO, N. Y.. S. M. aot By Ganae ' 
: . -~ ~ on a —. | 
Flickinger Co., Inc., [86 Niagara Frontier Food Terminal * CHICAGO, Ill., Old Rose Distributing Company, $01 Ss. me ES yrange fl 


Wells St. ¢ BOSTON, Mass., Pastene Wine § Spirits Co., Inc., 319 "A" St. ¢ DETROIT, Mich., Preferred Brands, 16833 
Wyoming Ave. » LOS ANGELES, Calif., Young's Market Company, [610 W. 7th St. « SEATTLE, Wash., Charles Gilkey, 
538 First Ave. S. » ST, PAUL, Minn., Griggs, Cooper § Company « MIAMI, Fla., Powers Liquors, Inc., IS N. W. 7th St, 


Imported by: HUDSON'S BAY COMPANY, Inc., 420 Lexington Ave., New York, N. Y, 
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fA CANADIAN 
TANDS FOh 


HUnoeo ano BorrLes BY 
v, 
AS. BARCLAY & ca. LIMITED 
PEORIA ~ 1LINOIS 
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NAMIE “THAT 
FINKE WHISKEY 


PRODUCED IN U.S. A.* 


*Under the Direct Supervision of 
Our Expert Canadian Blender 


(MOREY has stood for fine whiskeys in Canada for generations. 
ad Now that noble old name comes to U. S. A. 


Perhaps the fame of the name Corby would command a high price 
here, but we think its low price will build business faster for you 
and for us. 

Tradition means much in the whiskey business. Add to this background 
unsurpassed blending ability, a beautiful and attractive package—and 
you have today’s Corby’s Special to make fast friends in the U. S. A. 


The ability of our expert Canadian blender brings you, in this Amer- 
ican whiskey, light-bodied smoothness for light-hearted enjoyment 
today and tomorrow. 


JAS. BARCLAY & COMPANY, LIMITED, PEORIA, ILLINOIS 


YS Neutral Grain Spirits . 86 PROOF Copyricht, 14l. Jas. Barctay & Co, Lisalted 
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Punch for Parties 
Two booklets under this title are issued 
by Frankfort Distilleries—one gives in- 
structions for preparing punches on a base 
of Four Roses straight whiskey, the other 
containing recipes for use of the Paul 
Jones blend. - 
B Favorite Recipes 
The popular old reliables are presented 
in the Brown-Forman manner in eight 
pages highlighted with vivid color. On 
the inner face of the front cover are 
depicted proper types of glassware for 
serving each of these drinks. 
Cc Before Dinner and After 
The use of cordials to complement perfect 
dining is expounded in Hiram Walker's 
new folder, pointing out apertif possibili- 
ties as well as departures in the after- 
dinner uses of liqueurs. 
D What Wine and When 
A concise folder of graphically simple 
facts about the proper times to serve 
wines, and which foods are best comple- 
mented by each type. Clearly set up for 
at-a-glance perception, it includes sug- 
gestions for mixed drinks, hot and chilled, 
incorporating Valliant wines. 
E Party Book 
Laird & Company presents a timely forty- 
page booklet with suggestions for party 
needs including recipes for hors d’oeuvres 
and cocktails, ideas for games and quizzes, 
horoscopes, brain teasers, and space for 
a guest list and notation of important 
phone numbers. 
F Romantic Renault 
In a 16-page, full color booklet, inter- 
spersed with informative notes on the 
origin, growth, and tradition behind 
Renault wines, is presented an assortment 
of suggestions for their adaptation. 
Recipes for use in punches, coolers and 
cocktails are topped with a few excur- 
sions into wine cookery. 
G Leaves from the Table 
Taylor Wine Company’s booklet presents 
wine cookery recipes straight from Martha 
Washington’s own cookbook. Reproduc- 
tions of the original recipes, culinary 
hints, and wine service instruction, com- 
plete this meal planning aid. 
Ht First Aid for Amateur Barsman 
Hildick’s recipes for apple brandy concoc- 
tions include a chart wherein instructions 
are given via the rebus route for mixing 
13 popular favorites. 

The Mouquin Epicure 
Interspersed with nostalgic notes of the 
90's, Austin Nichols & Co. presents a col- 


WINE and LIQUOR RETAILER 
220 East 42nd Street, 
New York, N. Y. 


Please send me the booklets 
circled in quantity indicated 


Nome. 


Address. 


City 


This coupon for use of proprietors and store managers only. 


lection of recipes, edible as well as 
potable, from the files of the famous Old 
Mouquin Restaurants. Wines, cocktails, 
sauces, entrees—all are treated in this 
booklet. 

J Best of Two Worlds 
Illustrated in two colors, this Leroux 
broadside, which folds to booklet size, 
presents 35 delectable recipes ‘beneath a 
picture showing the complete imposing 
array of Leroux products. 

K As they make them in Jamaica 
Enclosed in a full-color cover, Myers 
tells how to use their rum in long ones, 
short ones, hot and cold, with some inter- 
esting notes tying rum in with brave men, 
and bold deeds. 

L The Rum Connoisseur 
Rum as an adjunct to good living, in a 
culinary as well as a potable sense, is 
accented in a gaily colorful booklet pub- 
lished by the distillers of Ronrico Rum, 
with 44 pages of palate-pleasing sugges- 
tions. 

M Hot Wine Drinks 
Exceedingly timely is this Wine Advisory 
Board folder bringing such old tradi- 
tionals as Port Wine Negus and Mulled 
Wine. Along with seven hot wine recipes 
are given hints for the hostess regarding 
their service. 

N Fine American Wines 
Cook’s Imperial Wines, sparkling, dry, 
and sweet, are described in the American 
Wine Company’s folder, which also in- 
cludes some off-the-beaten track recipes 
for wine drinks. 

0 Bacardi Bar Book 
The gay Bacardi caballero brings a set 


State. 


of recipes for the use of Cuban and 
Puerto Rican rums in a booklet issued by 
Schenley, importers of Bacardi. 

P American Varietal Wines 
Listing 42 varieties of the Frank Schoon- 
maker family, together with lKorbel’s 
champagnes, giving the history, place of 


origin, and bottling information about 
each. 

© The Hosts Handbook 
National Distillers’ complet de for the 
home bartender, with 42 res wherein 
are set forth not only a nu r of favorite 
recipes, but also notes on selections, 
correct glassware, and om mixing, 
with a number of colorful trations. 
R Viixer’s Manual 
n this revised edition ischmann’s 
concise booklet are incluc ilong with 
the popular gin drink for whis- 
ey, rum and Scotch. 

Ss Cockix arty Book 
42 ideal accessories to | lein’s Club 


Ipful, little 
hat Caterer 


Cocktails are given in 
»ooklet, showing the was 


Look” in canapes that ri the profes- 
sional. 

Tv French Tradition in America 
Wine Shippers Import ¢ issues this 
eaflet to educate the reader in the lore 
of American wine-making, explaining 


choice California districts and grapes, and 
throwing some light on blending, naming 
and labeling. 

U Wine Wisdom 
Urbana Wine Company describes fully 
each item of its line, and presents a group 
of toasts, as well as a chart indicating 
proper methods of serv 
usual recipes for culinary uses. 

Vv Fine Art of Fine Drinks 
Canada Dry Ginger Ale, Inc., builds this 
booklet around a handsome full-color re- 
production of a famous Velasquez paint- 


and some un- 


ing, stressing the relation between color 
blending and the blending of its Fine 
Arts whiskey. 

w Legend Now a Reality 
Stressing the historical background of 
Southern Comfort, this handsome 12-page 
booklet contains under a_ steel-engraved 
cover, a wide selection of recipes involv- 
ing the use of the drink, both as a liqueur 
and in varied mixtures. 

Wines at Their Best 
Graphic and arresting is this cardboard 
folder offered by the Pleasant Valley 
Wine Company. Unique feature is a 
movable dise, showing in proper sequence 
pictures of each course of a meal. 


Greetings from Mr. Hi 


1% 4 
© Z 


Seasons greetings to you, friends, - ie * 
From Messrs. Hi and Hatt. — 
We hope that you get all you want 

And even more than that! 


We further wish that Forty-two 
Will bring you big success, 

And customers and profits, yes, 
And lots of happiness. 


An’ while you pause to say “hello 
To Nineteen-forty-two — 

Stock with Kessler’s — it will make 
Our New Year’s wish come true! 


\ i, BLENDED WHISKEY 
i Se Ores TEE TT 
rae ee FS 
EDK 


Pay KE S SLE RS x rx0r17 


AMERICA’S GREATEST WHISKEY VALUE 


KESSLER'S PRIVATE BLEND. 75% Neutral Spirits distilled from Grain. 85 Proof, 
Julius Kessler Distilling Co., Incorporated, Baltimore, Md.; Lawrenceburg, Indiana, 
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OSTON MAKES 


Introduces SIGNATURE , at *1°° 


a bottle, to meet demands by 
whiskey drinkers everyw!icre 


| AM PREPARED, 
GENTLEMEN, TO ACCEPT 
UNLIMITED ORDERS FOR 
SIGNATURE, FOR JMME- 
DIATE SHIPMENT, IN ALL 
SIZES: HALF PINTS, 4]5 
PINTS AND 4]5 QUARTS 


DECEMBER 1941 


$4 . WINE AND LIQUOR RETAILER - 


Nc. Boston’s SIGNATU! 


is the big- 

gest news since Repeal. For here is liquor priced to 

sell—NOW—at $1.00 a 4/5 pint. Here is fine liquor 

handsomely packaged, with Mr. Boston s own name 

to win it the immediate confidence o% ail whiskey 
drinkers. 

It's another first for Old Mr. Bosien! This time 


he’s first to conceive the blending of a very fine, 
rich whiskey with a delicious, satin-smooth liqueur, 


so mild it needs no chaser! 


Be first to feature SIGNATURE! Be first to win 
the trade of whiskey drinkers who are clamoring 
for a $1.00 package ...No liquor was ever more 
timely. Order Mr. Boston’s SIGNATURE today! 


70 Proof—Ben-Burk, Inc., Boston, Mass. 


LIQUOR HISTORY! 


S16 NATL RE Whiskey Sn ee 
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E PUT OURSELY 

; ES ON THE SPoT 
ihtthemarion roe BU 


IT HITS THE spoT: 


AGAINST ANY OTHER 
WHISKEY IN THE rut 


i Pi 


PRESIDENT 


MATCH IT AGAINST ALL 4 


of the leaders among blended whiskies . . . 
I say there are 3 others, in Burton's price 
class. Roll them on your tongue, all 4. I 
know what makes my whiskey good. I pre- 
dict your own taste will pick my Burton's. 


There’s only one real test of a whiskey—pour some 
in a glass and drink it. That’s the test that is 
making Burton’s score first with thousands. Try it! \ 


THE AMERICAN DISTILLING COMPANY 


(INCORPORATED: 
ESTABLISHED 1892 PEKIN, ILL. 


THE STRAIGHT WHISKIES IN THIS PRODUCT ARE 4 YEARS OR MO’ KE OLD. 35% STRAIGHT WHISKIES, 65% GRAIN NEUTRAL SPIRUIS. 
23% STRAIGHT WHISKEY 4 YEARS OLD, 129% STRAIGHT WHISKEY 5 YEARS OLD—86.8 PROOF 
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When your customers are shopping for 
gifts, it is the friendly thing to suggest 


Century Club—because Century Club’s ex- _% ‘ WHISKEY. 
quisite taste and mellow flavor are FIRST - ee . : cuntny bist pun co 


in enjoyment. You get the credit and re-- 
peat business. Check your stock today. ee 


IT PAYS TO PUSH 


CENTURY CLUB 


STRAIGHT BOURBON WHISKEY 


ee 90 E00! Whiskey is 5 Years Old + Century Distilling Co., Peoria, 


2 5s et oe 
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The WAR and the RETAILER 


INE and liquor retailers will share “for the duration” the problems, 

sacrifices and hopes of all American citizens. They will share with 
retailers of all commodities the problems and sacrifices common to small 
business men. 


As wine and liquor retailers specifically, however, they will be called 
upon to meet and solve problems peculiar only to their own industry. It 
is with these specific problems that this article deals. 


It should already be apparent to all dealers in alcoholic beverages that 
our participation in a world-wide war will necessitate radical departures 
not only in their personal and family lives, but also in their methods of 
conducting business. Adaptability and resourcefulness, tempered by good 
business and social judgment, will be vitally necessary to successful war- 


time retailing. 


There is first, of course, the problem presented by prohibitionists, who 
are already preparing to attempt a repetition of their successful drive 


during the last war. In a general way, dealers need feel no undue fear me 
on this score, for the eight reasons listed in the Liquor News editorial > 
? i=) 7 

which is summarized in “News of the Trade.” oP. 
In the cause of insuring that we have no repetition of the costly national 3S 
prohibition mistake, however, each dealer has (Continued on page 32) ae 
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NEY YEAR'S business is easy and profitable to handle 
after the hectic rush of Christmas buying. It re- 
quires little investment in time and less in money to keep 
the sales curve from sagging. Many retailers, however, 
react so sharply from the high tension of the earlier weeks 
that they let down more or less completely in those last 
few days between Christmas and the end of the year. 

Customers may be fewer during the week before New 
Year's than during the Christmas buying period, but 
this will be made up for in large part by the fact that 
many of them will buy in quantity. Our nation’s re- 
action to the news of war is serious and purposeful, but 
the usual New Year’s gayety is not likely to be subdued 
by the shock of war. Just as our other activities become 
more intense in wartime, so do our pleasures. The re- 
action from the momentous news of this month will 
probably be a rousing, free-spending New Year’s cele- 
bration—the last fling before we all buckle down to the 
serious business of war. 

To find a true parallel to the spirit that will be abroad 
in the land this New Year’s Eve one would have to go 
back to the days of 1917-18 when our country was also 
face to face with the grim fact of war. Just as 24 years 


ago, there will be welcome-home parties for servicemen 
home on furlough, and farewell parties for those going 
back to camp or being called up for service. Many clubs, 
social organizations and other groups will stage New 
Year’s Eve parties, and all will strive to outdo them- 
selves in the gayety of their celebrations. 

In most sections of the country the week before New 
Year’s is fully as much a time of socializing and festivity 
as New Year’s Eve itself. Neighbors and friends make 


calls on each other, members of the family are back for 
a visit, many business firms, alumni associations and other 
organizations hold dances and get-togethers on the week- — 
end that intervenes between Christmas and New Year’s. — 
Selling chances, always plentiful for the alert retailer — 
at this time of year, will be multiplied during the five © 
eventful days of December 26-31. 
Most wine and liquor retailers wi!l probably be ready — 
to crawl between the sheets for needed! rest after closing — 
on New Year’s Eve, but many of them will be repre- 
sented by bottle proxy at scores of parties. So it’s up to — 


the dealer to be party-minded during this period. 

Make party-giving the keynote of your merchandise | 
effort during these days. If the single bottle customer is ~ 
going to be a guest at a New Year’s affair rather than — 
host, you can point out that he ought to be prepared to 
welcome the folks who will be dropping in on him for 
New Year’s calls. If he’s just finished digging down to 
pay for costly wine and liquor as gifts for other folks, 
suggest that it’s time now that he treat himself. Tither 
one of these appeals is potent enough to justify use as 
an ad or direct mail piece. 

Best source for volume, however, will be buying for 
entertainment purposes and it is along this line that the 
retailer should direct most of his promotional effort. 

The final week of the year can well start with a 
clean-up sale of shelf warmers, discontinued items and 
slow-moving stock generally that you want to turn into 
cash before inventory-taking time. Although some stores 
use their windows to stimulate this kind of buying by 
means of jumble displays and other appeals to the bar- 
gain instinct, it is far better to reserve windows and 
other effective display spots for New Year’s themes and — 
merchandise that have outstanding selling value for this — 
time of year, such as champagne. Some stores have @ 


t 
: 
t 
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counter set aside for display of merchandise that is being 
sold at “special”, ‘‘reduced” or “close-out” prices. “Ihe 
basket type of display stand, built deep so that you can 
get a goodly number of bottles in without crowding the 
top is practical for the “heap” method of showing a 
special that you are closing out at a single price. Vari- 
ously-priced closeouts can be displayed in the original 
case, always effective in conveying the bargain impression. 
Always remove a bottle or two before you put out such 
cases or similar displays; people instinctively shy away 
from a full case or completely symmetrical display with 
the impression that no one else has bought them and 
therefore there must be something wrong. 


Friday and Saturday, December 26 and 27, is a good 
time to feature “inventory sales’ and similar events. 
People are apt to be in a thrifty mood after completing 
Christmas shopping and a bargain appeal for these days 
is well-timed. You can also associate with such displays, 
if you care too, a reminder that it’s not too late to take 
care of late gifts—and that here’s how to make an ac- 
ceptable gift economically. 

Since time is so brief and prospects for quantity sales 
are generally thinly scattered, printed or processed direct 
mail advertising, including price lists and catalogues, can- 
not be depended upon to do the same kind of selling job as 
before Christmas. Sales opportunities must be sought 
everywhere, culled out of announcements in the local 
newspaper, watched for in the casual talk of customers 
and acquaintances and hunted down in every other way 
possible. 


LAST-) OPPORTUNITIES 
Householders and party chairmen are both likely to 
hold over the task of buying supplies for a dance or other 


gathering until the last minute. There is generally the 
vague hope that the chance will come along to buy more 
cheaply, there is uncertainty about the number of people 


who are expected, and, of course, the Christmas rush of 
attending to other kinds of buying contributes to delay. 

By the time the party is two or three days away, the 
one who is buying for it is ready and anxious to buy 
and thankful for any assistance that will get the re- 
sponsibility of buying supplies off his mind. Since the 
mails mean delay, when time is short the dealer should 
resort to the telephone wherever this kind of solicitation 
is permitted him. 

Try to have some idea beforehand of the number of 
people that are to be guests. If the party is to be held in 
a private home, the number that can generally be accom- 
modated is likely to be comparatively small. If the 
affair is to take place in a hall or other public place in 
your vicinity it is often possible to learn the approximate 
number that will attend. You can do a more intelligent 
selling job if you know what kind of event it is to be and 
how many people are expected to be present. Sales re- 
sistance usually weakens when you arm your story with 
the strength of the specific rather than talk in generali- 
ties—“I heard you’re running a party. I'd like to sup- 
ply you with what you’re going to need.” Any liquor 
store in town sells “what you're going to need”. But a 
complete turn-down becomes less likely when you talk 
about the actual number of quarts that should be on hand 
for any given number, brands and proportions of rye, 


x 


bourbon, Scotch and other liquors you suggest to meet 


all preferences adequately. Objections in the event of 
specific offerings are likely to become centered on these 
certain items, whereas if you do not make specific sug- 
gestions the objection is aimed at the entire proposition. 

New Year’s Eve is the time of year when stores in 
states that permit combination selling of mixers, flavor- 
ings, cocktail shakers, glassware and other accessories that 
add to the enjoyment of wines and liquors have their best 
opportunity of the year to make such sales. If you can 
find room in your store for such additional display you 
can lay out complete set-ups in conjunction with bottles 
of whiskey or other liquor. The “Party Corner” de- 
scribed in last month’s Christmas issue is especially valu- 
able during this week. If you have not tried this kind 
of selling stunt it might very well be worth attempting 
for this important week. 

From all present indications, champagne will flow in 
prodigal quantities this New Year’s Eve. Certainly no 
New Year’s celebration is complete without champagne 
to toast the new year in. Emphasize the economy of large 
sizes for good-sized gatherings. 

Window displays should be built around champagnes 
and other sparkling wines during this week, since this is 
by far the best time of year to sell party wines. 

The great majority of stores have little if any French 
champagne left in stock. Steady consumer advertising by 
the well-known American champagne firms and the fact 
that this is the second year that foreign champagne has 
not been available or obtainable only in restricted quanti- 
ties has removed practically doubts on native champagnes. 
This year you should be able to sell American cham- 
pagne and other sparkling wines on their own merits. 

Pay strict attention to delivery facilities this week, 
particularly for New Year’s Eve. Get all regular de- 
liveries out of the way as soon as possible on Wednesday 
afternoon. Refrain from making sales or other calls and 
instruct your clerks similarly. If you have only one tele- 
phone, as do the great majority of stores, it is possible to 
lose a considerable amount of business as a result of 
people calling your line when it’s busy. 

Go after New Year’s business with a will this year. It 
will pay. 


HREE considerations govern the choice of a January, 
1942 promotion campaign: 

1. The average dealer, after the hectic holiday sea- 
son with its much-increased promotional expenditures, 
will wish to use a promotion campaign which is efh- 
cient in producing sales, but relatively inexpensive. 

2. America’s entry into the war is so recent that 
customers will be quick to react against a too ambitious, 
too exuberant promotion theme. 

3. In a sales way, the campaign must bridge the 
gap between holiday and January selling seasons. If 
this is accomplished smoothly, the campaign will con- 
tinue to produce business all through the Winter months. 

The promotion campaign suggested herewith for the 
month of January takes all of these points into con- 
sideration. It is not costly. While touching lightly 
upon recent events on the international scene, it is not 
objectionable in any way. Finally, it has been planned 
to set a theme which will offer a smooth path to Janu- 
ary increased volume. Successfully carried out, it can 
be used in varied forms for the rest of the Winter. 

Four inexpensive promotion pieces are planned, in- 
cluding a direct mail letter, two inexpensive one-column 
spot ads for your use in your usual newspaper medium, 
and a wrapper, containing recipes for hot Winter drinks. 
The total cost is considerably below the usual monthly 
promotion expenditure. 

Here’s the way the campaign should be carried out: 


ADVERTISING: Since the direct mail piece this 
month takes the place of a newspaper advertisement, it 
is considered in this category. 

The direct mail letter is reproduced herewith, ready 
for your use on your own stationery. Since only one 
letter is planned, be certain to get complete coverage. 
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If possible, the letter should be mailed to your list on 
Monday, January 5. If, because of the holiday rush, 
this proves impossible, be sure to mail the full run out 


This will still give you sufh- 
cient time to capitalize on the month’s potentialities. 

Note that the letter concentrates appea! on hot, typ- 
ically American winter drinks. This theme should be 
carried out in every activity for the entire month, in 
conversations with customers, as well as in promotion, 

Little advance preparation in the way of ordering 
and stocking is necessary, since the recipes are of the 
“solid” type which call for commonly used ingredients. 

The bridge between one year and another can be 
crossed smoothly through use of the two small spot 
ads which are also reproduced with this article. 

Since they are small and inexpensive, they must be 
and are eye-catchers and will produce business. 

Insert the first one on Friday, January 9 and follow 
the next Friday (January 16) with the other ad. 

This amount of newspaper advertising, together with 
your wrapper and window displays will carry you 
through January adequately and will keep your name 
in customers’ minds. 

The two spot ads are easy to reproduce in your news- 
paper. Simply have line cuts made of the two draw- 
ings, and instruct the printers to set the copy in small 
type of a similar series—preferably in 6 or 7-point. 


on Friday, January 9. 


DISPLAY: Obviously, the most effective display you 
can use in connection with the promotion plan suggested 
will be one which puts emphasis on cold weather and 
warm drinks. 

In your windows, therefore, give greatest space and 
prominence to the drinks which can be featured in con- 
nection with recipes printed on your wrappers. Cus- 


= 


tomers should have their choice of several brands in 
each case, but be certain that every necessary ingredient 
is included in the window display. 

The following treatment is suggested: Obtain exactly 
the same materials as are used in ordinary Christmas 
tree decorations, including “snow”, “icicles”, etc. Use 
snow as a thick floor for your display. Arrange bottles 
according to types, in. usual pyramid fashion, covering 
stands with snow. Decorate bottles with snow and icicles. 
On the floor, scatter several copies of your wrapper, 
containing recipes. Wrap several of them around bottles 
displayed also, with the printed side out. As a center 
piece, use any framed photograph depicting a Winter 
sports scene, preferably skiing. 

On the inside, at two spots on your counter, ar- 
range similar displays, getting a wide range of in- 
gredients into the display. 


WRAPPERS: Your wrappers should be ready for 
use Friday, January 9. Copy for them can be 
clipped from this article and the printer simply told 
to follow the style used, so that the entire job will 
be arranged for in a few moments’ time. 

Use your regular grade of wrapping paper, but 
specify white or an attractive color. It will cost 
only a few cents extra. Tell the printer to print 


the recipes at varying angles, so that some are hori- 
zontal on the paper, while others slant. 

Each customer making a purchase of any nature 
from January | through the entire month should 
have his purchase handed or delivered to him, en- 


cased in on the wrappers. 
Here are vecipes which can be used for copy: 


TOM AND JERRY 


Beat whites of eggs until stiff. Add 2 teaspoons 
powdered sugar for each egg and beat again. Beat 
yolks separat Stir both together and beat again 
to a stiff batter. Stir frequently to prevent separa- 
tion. 


Number of eggs used depends on size of party. 
One egg usually provides enough batter for two 


services. 

Place one tablespoon of batter in Tom and Jerry 
mug. Add one ounce of rum and one ounce of 
Cognac brandy. Jill up with boiling water or hot 
milk. Sprinkle grated nutmeg on top. 


HOT TODDY 


Warm tumbler with hot water. Add two ounces 
whiskey. Lemon juice, sugar, cinnamon or whole 
cloves may be added to taste. Fill up with hot water 
or hot tea. Hot toddy is served in a glass of from 
5 to 8-ounce size. Hot grog is made exactly as is 
hot toddy, but with rum instead of whiskey. 


HOT APPLE TODDY 


Place half a baked apple in a glass with a spoon. 
Fill two-thirds of glass with boiling water, add two 
ounces apple brandy and serve. 


MOT BUTTERED RUM 


Two ounces rum and two ounces boiling water in 
a small glass. Add a small piece of butter, about 


one-quarter size of usual restaurant portion. Stir. Sprinkle 
with grated nutmeg. 
HOT MILK PUNCH 


Same as hot toddy, but made with hot milk instead 
of water or tea. Whiskey, rum or brandy may be used. 


Sprinkle grated nutmeg on top. 


WINE NEGUS 


Heat one pint of port wine and place in a pitcher. Rub 
three cubes of sugar on the rind of half a lemon and drop 
them into the wine. Squeeze the half lemon and add 


MIKAIY 


TET 


Said Jerry to Tom, 
“T fix it like Mom.” 
Said Tom to Jerry 
“T follow Aunt Sary.’ 


Said Tom to Jerry. 
“In Mid-January, 

It’s good, ‘cause it’s wa'am.”” 
“That's Kee-rect”, shouted Tom. 


and 


For a delicious, hot Tom 
Jerry, follow your favorite recipe. 
If you follow the crowd to 
(dealer’s name and address) for 
the right ingredients, you can’t 
go wrong. Speedy service. 


Tom hit the jackpot. This is 
the season for hot, stimulating 
drinks. And (dealer’s name and 
address) is the store for the right 
ingredients. Complete stocks. 
Speedy ‘phone, delivery service. 


both its juice and rind to the mixture; then half a cup 
of boiling water. Sweeten to taste; strain belore serving. | 
Sprinkle with nutmeg, if desired. This recipe serves six. 


MULLED WINE 


To a cup and one-half of boiling waiter, add a half 
cup of sugar, rind of a half lemon, a two-inch stick of 
cinnamon and 10 cloves. Boil for 15 minutes, then add 
to fifth bottle of burgundy, claret or port wine which 
has been separately heated. Strain. Serve in cups sprin- 
kled with nutmeg. May be garnished with a marsh- 
mallow. This recipe will serve 10 people. Use less 
sugar if port wine is used in the recipe. 


COFFEE ROYALE 


Place one ounce of Cognac brandy, rum 
or whiskey in coffee or demi-tasse cup. Fill 
up with hot coffee. Sugar may be added as 
desired. This drink is known also as Cafe 
Diable, and by several similar names. Par- 
ticularly good after dinner. 


SPECIAL EFFORTS: There are sev- ] 
eral things in the promotional line which | 
the alert dealer can do this month to in- 
crease and protect his business. None of | 
them will add to your costs for the month. i 

It is assumed, for instance, that this 
month will be one in which the store owner 
will take stock of his prospects generally. 
Other aspects of the situation, now that the 
nation is at war, are discussed elsewhere in 
this issue. Obviously, some necessary de- 
velopments will tend to restrict sales. This 
eventuality can be [Continued on page 44) 
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LIQUOR AND WINE 
PERPETUAL STOCK RECORD 


SIZE OF BOTTLE 


APRIL 


FEBRUARY MARCH 
AMOUNT ON HAND AMOUNT ON HAN! AMOUNT ON MANO AMOUNT O€ HAND AMOUNT ON HAND. AMOUNT ON HAND 
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KEEPING TABS 


Keep «@ daily inventory and the New Year 


wi! 


by DAVE OCUCHARD 
66’ | SHE LiGUOR store without an adequate system of 
stock inventory,” says M. Ratush, who runs the 


Rhode Island Liquor Store in Provi- 
like a ship without a compass. It pro- 


ly and is in constant danger of going on 


highly success 
dence, R. I., 


ceeds uncertain 
the rocks.” 

In business since Repeal, Mr. Ratush has worked out 
for his thriving store, which stocks no less. than 1,000 
different bottle-sizes of about one-third as many brands, 
a system of perpetual inventory that provides him with 
an accurate daily picture of his operations. 

“A good perpetual inventory, not too cumbersome to 
handle, is like a silent and dependable partner,” says this 
Providence retailer. ‘It speaks plainly and with author- 
ity and it never says things it doesn’t mean or can’t sub- 
stantiate.” 

From the outset, the Rhode Island Liquor Store has 
been guided in all its activities by its inventory. Experi- 
ence has resulted in improvements to the system from time 
to time, so that now it operates with a minimum of effort 
and time and yet provides at a glance a comprehensive 
resume of the store’s position. 

Briefly, the system which has worked so well in the 
Rhode Island store is composed of two parts, one of them 
somewhat unusual and which combines not only the ele- 
ments of good bookkeeping but also good advertising. 


This is the labelling of all bottles as they are received 
at the store and before they are placed on the shelves. 

Before describing the labelling phase of the system, 
however, it might be well at the outset to state that the 
keystone of both parts of the system is the designation by 
number of all brands and all bottle-sizes. 


Bonded liquors, let us say, are numbered from 1 to 


ind you in command of the situation 


100, blends from 101 to 200, ete. There is a further 
breakdown by bottle sizes. For instance, a certain brand 
of blended whiskey might be designated 101, the same 
brand in fifths 102, in pints 103 and in half-pints 104. 

The labels have been especially printed for the purpose 
and in this the management wisely makes them serve as 
an advertising medium as well as an integral part of the 
inventory system. 

Small, the labels are perforated horizontally at the cen- 
ter so they may be divided in two. The upper part, 
gummed so it will stick to the back of the bottle, is print- 
ed with the name of the store, its address and its telephone 
number. The label is marked with squares for bottle 
sizes, but the identifying code number has obviated neces- 
sity for their use. 

The lower part is not gummed and so may be detached 
when the bottle is sold. This part contains the number 
designating brand and size and also lists the selling price. 


AUTOMATIC RUNNING RECORD 


When the clerk sells a bottle of liquor, he merely tears 
oft the bottom half of the label, leaving the advertising 
matter on the bottle. This lower part of the label is in 
effect a sales slip which is deposited in the cash register 
when the sale is rung up. 

This simple process does away with the time-consuming 
necessity of making out sales slips, and yet gives an ac- 
curate and detailed and concise record of actual sales each 
day. 

‘These labels are sorted next morning according to 
brands and sizes, which is a very simple task, and are 
ready for the ‘second and final step in the completion of 
the record. 

Vhe second part calls for the posting of sales on master 
sheets which constitute the perpetual inventory. Each 
size in each brand is accorded [Continued on page 46) 
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by ROBERT B. KONIKOW 


IFTEEN and a half million people a year—that’s the 
flood of traffic from which the North Station Liquor 
Mart must draw its customers. Located in Boston's 
North Station, young Leo Polansky, the Mart’s manager, 
finds that the tremendous advantage offered by the flow 
of commuters and transients to and from trains, as well 
as the attraction of the huge Boston Garden, also housed 
in the North Station building, brings with it the problem 
of making a customer out of a guy with one eye on his 
watch, hell-bent to keep from missing the last train for 
Chillicothe or the first goal for his pet hockey team. 
Designed with just this object in mind, the store setup 
z itself performs a good portion of the pulling function. 
Windows do the trick. Three sides of the store are al- 
most entirely given over to window space, with a door 
on each side to further welcome the customer who has 
been attracted by the appealing displays therein. “wo of 
these windows, one of considerable size, bring the Mart’s 
products before the Causeway Street traffic, three face on 
the street-to-station passageway, while two more go te 
work on the station concourse. 


J 
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“Our location is our chief advertisement,’ says Mr. 
Polansky. “Our windows do more for us than any 
amount of newspaper advertising could possibly bring in.” 

So, great stress is placed on the window displays. Dash- 
ing to catch a train home after a day’s work in the city, 
there’s not much time to look over a window carefully. 
Thus each window is devoted to a single product. Using 
large posters and mass displays, each window almost 
and gets it. An example is the 
large triple window. A glance is sufficient to see what is 


screams for attention 


being displayed. 

Experience has shown that a new window display will 
boost sales of whatever product is used. “Chere will be 
an Immediate jump in the number of people who come 
in and ask for that particular brand. For that reason, 
these displays are shifted around at regular intervals, in 
order to give as many items as possible a share of the 
spotlight. 

Speed in serving a customer is of great importance here, 
as in any heavily traveled district, where people are almost 
always in a great hurry. ‘This is especially true, of course, 
in a railroad station. One way of speeding service is to 
separate types of products widely enough so that a cus- 


tomer will automatically go to the section handling the 
variety he wants. Then when the clerk waits on him, 
the bottles are handy. But the Liquor Mart is too small 
to make this arrangement possible. The shelves behind 
the counter have only seven sections, each of which is 
four feet. In order to have everything as nearly as pos- 
sible within arm’s length of a clerk, regardless of where 
he stands, the store has been divided into two sections. 
The first three sections of shelves duplicate in stock ar- 
rangement the last three sections. Each half is a complete 
selection in itself, with the same brand occupying similar 
positions in each half. Expensive imports, for which there 
is less call, are placed in the center section, equally ac- 
cessible from either section of the counter. ‘This cuts 
down the distance clerks have to go for any item, and 
keeps them from getting in each other’s way. 

Within each half, arrangement is made primarily by 
popularity, rather than by the type of liquor. This makes 
it a little confusing for a new clerk to find a brand he 
wants, but experience has shown that this difficulty is 
balanced by the increased speed of handling, once the 
system is learned. “he brands that move most quickly 
are placed conveniently close. Extra supplies of these are 
kept beneath the counter, where they can be quickly placed 
on shelf as needed. Surplus stocks of slow movers are 
kept in a convenient!y-located stockroom. 


Fine wines have always been a problem when speedy 
sales are needed. “ie most desirable arrangement, of 
Lop North Sta: or Marts ront wind 
greets, surging | : busy Gauséewa Street 
Genter The Vi rack combi the twin 
firtue of leis ores ind ‘speed : 

Bottom Identic: upged shelf “section 


Huce moumber of ‘ - tmade limuinate nfusiorx 


course, is a small, quiet, isolated room, where a custome 
may sit down at his ease, inspect bottles brought to him, 
and perhaps even sample brands, but for most liquor 
stores, including the Liquor Mart, that is almost Utopian. 
Neither space nor time is available. 

Mr. Polansky felt that people are still not too familiar 
with brand names, and are more apt to recognize labels. 
They will hem and haw in trying to make their wants 
known to a clerk. Knowing what they want, it should 
be a simple purchase, and not take up a lot of time. To 
help speed up this type of transaction, the Liquor Mart 
installed the nearest thing to a self-service counter that 
they could devise. It is a long rack, running almost the 
entire length of the store, standing about three feet high. 
On four shelves, it can hold about 150 bottles of wine, 
each resting at a convenient angle for inspection. Kept 
here is at least one bottle of each brand and type, with 
the prices plainly marked under each. 

This enables the customer to inspect the lot and pick 
out his favorite, without occupying the time of a clerk. 
When he has made his choice, he can merely point to his 
selection, and the bottle can [Continued on page +5] 
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Meet the customer on a man-to-man 
footing and he'll be back for more 


by JOSEPH H. GOLDSTEIN 


Manager, Liquor Department, 
Walgreen Company's Store, Elm 
& Akard Sts., Dallas, Texas 


HE first requirement, I believe, for successful sale of 

liquor to the consuming public is that a man should 
have a friendly interest in his patrons, a conscious desire 
not only to sell as great a quantity of liquor as possible 
but to sell with it the conviction that intoxicants should be 
used as a means to an end—honest and pleasurable en- 
joyment. 

In building sale of liquor of whatever sort, especially 
in a downtown store like ours, where one deals with an 
ever changing host of people, the task of becoming friendly 
and companionable with customers is often difficult. 

It obviously isn’t possible for a liquor salesman in a 
store to. simply suggest to a customer that he or she buy 
something else in addition to the choice indicated. It re- 
quires a great deal of hard work, I have found, to build 
such volume in any store; and it is more so in a down- 
town store. The neighborhood druggist meets the same 
people day after day; they come to know each other more 
or Jess as a matter of course. It is obvious that downtown 
one’s approach is scarcely a “natural process.” 

I have found that presenting a daily leader—one which 
changes every day—is one of the best devices. These may 
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be of wide variety. My experience has been that use of 
the leader is the first step in arousing interest. 

I find that it does not prove productive to attempt to 
push more than a single type or brand at one time. I 
sometimes spend one day, sometimes two or three, some- 
times a week, bending every possible effort to increase 
sales of a given brand. I never try to do too much at one 
time. 

When a man—or a woman—stops at my department 
and asks for a certain whiskey, I seek first to learn how 
the liquor is planned to be used. If it is to be drunk 
straight—whiskey straight is popular here—lI seek to per- 
suade the person to purchase a lower proof whiskey than 
perhaps was asked for. I will, of course, sell the choice 
if insisted upon; but I always try to think of the good will 
to be gained by persuading this person to use a liquor less 
“potent”; a liquor which will not perhaps have as unhappy 
day-after effects. 

I make it a point to inquire whether the customer plans 
to use liquor for highball, cocktail, or what have you. I 
then discuss wherever possible the various proofs and their 
part in use of liquors. 

This may seem a process likely to be little appealing to 
the customer; but that has not been my personal experi- 
ence. I have had this experience repeatedly: 

A customer comes along and I induce him to try an- 
other blend, or brand, than he had in mind for a given 
purpose. Time and again this customer returns and says 
something like this: 

“Well, you know that liquor you | 
not so long ago? I was leery of ¢! 
it time and again and figured may! 


Iked me into buying 
stuff. I looked at 
had been played a 


sucker. I tried—and it’s all you claimed. It’s fine stuff!” 


REACHING A FRIENDLY BA: 


owntown is not so 
»ple—especially the 

-usually are in- 
are not interested 
Some 


Getting acquainted with custome 
difficult if one goes at it sensibly. | 
class of trade patronizing a drug store 
terested in liquor as a beverage. ‘|| 
so much in having it merely to drink, but to enjoy. 
of them, of course, know more about mixed drinks than 
we do. 

When a man buys whiskey, suggest some companion 
item. Inquire what use he plans to put the liquor to. 
Does he need what it requires to produce a Manhattan? 
Or has he the required vermouth? The same is true with 
sales of gins, and every other liquor. 

I find that repeatedly customers are reminded that 
they do need some of those companion items. If not the 
one I suggested, perhaps another. 

Some time ago I pushed rum thoroughly. I asked a 
good many customers whether they had tried rum with 
Coca Cola. I told them it had won considerable favor 
in combination. Most of them had never tasted the drink. 
It is, obviously, an exceedingly simple combination. I 
have had dozens of people return, stop at the counter and 
tell me how they enjoyed that recommended use of rum. 

I find genuine pleasure in having customers return and 
tell me how they enjoyed some suggestion made by me 
and followed by them. It. makes one feel pretty good. 

When a man comes back and smilingly tells you he 
really enjoyed something you spoke to him about, he prob- 
ably will be back to buy. It may be that he has returned 
for that very purpose. 


Downtown here customers [Continued on page +4] 


An accountant analyzes 
average operation cost 


by ALFRED M. LUST 


Well-known Certifled Public Accountant and Taxation Expert 


Rex in the field of practicing public accountancy for 
over twenty years has brought me very close to the 
problem of the business man. In recent years, it appears 
to me that everyone is interested in how his business 
compares with that of competitors. Innumerable times 
I have been asked ““How’m I doin’?” or, “How do I 
look compared with others?’ and so on. Having such 
questions before me constantly and being fully cognizant 
of my professional responsibilities has brought me to the 
conclusion that the business man is no more interested in 
his own individual problems than he is in how they com- 
pare with others in his own sphere of activity. 

A survey of the results of operations for one year 


of about fifteen 


ige stores produce some very in- 
teresting results “highlights” from which we may 


all benefit. Tor ious reasons no names or figures are 


presented. However, percentages are used with Gross 
Sales as a_ bas these percentages and equivalent to 
100 percent. ‘Lhis will enable you to compare your 


tly 
how you’re doing. In making your comparison with the 
percentages presented remember that I am giving you 
“averages” which means that many of the figures ex- 
ceeded those given and many were lower. Therefore, 
it is necessary that you give yourself the same leeway in 
judging your results. 

Unknown brands and competition have a tendency to 
increase or decrease merchandising profits dependent upon 
your location and resultant competition. Merchandising 
Profits (“Gross Profits’ to many of you) amount to 
slightly under 25 percent. This figure takes into con- 
sideration all discounts and allowances and only merchan- 
dise. 

The largest item of expense is the payroll. No 
Proprietors’ salaries and/or drawings are contained herein 
as these vary with the individual set-up and are, largely, 
dependent upon the volume of business and net results. 
Payroll expense (exclusive of taxes thereon) amounts to 
5.6 percent. 

Rent is so dependent upon location that I found the 
freatest variation of percentages in this particular item 
of expense. However, it did average 4.1 percent with 
very few locations exceeding this figure by a great deal. 

Next in line of amount expended are the, so called, 
miscellaneous or general expenses. Tor our purposes this 
item is meant to include all items not elsewhere included 
such as Wrapping paper and cord, cleaning materials and 
Window cleaning, gratuities, repairs and painting, bank 


business with others and determine, first hand, e: 


charges, postage and the like. These items aggregate 
1.9 percent. 

We find that “Advertising and Selling Expenses” are, 
almost, equal to the cost of “Licenses and taxes”. Both 
classification of expenses amount to 1.1 percent each. 
The former item included the cost of “space” advertis- 
ing as well as any direct-by-mail or personal solicitation 
costs. The latter classification includes Federal, State 
and local license costs in addition to taxes such as pay- 
roll taxes, Franchise taxes, Personal Property taxes and 
the like. As there is absolutely no connection whatever 
between these two classifications of expenses, it is purely 
coincidental that they should each aggregate the amount 
of 1.1 percent. 

In many locations delivery costs are a factor of doing 
business. In other locations no deliveries are made and 
business is conducted strictly on a “cash and carry” basis. 
In individual cases, as a result, a wide variance is to be 
found. All in all, these costs amount to '% percent. 

Insurance premiums, telephone expenses and deprecia- 
tion charges amount to 3/10 percent each. 

Fees, including legal and accounting or auditing, ag- 
gregate but’2/10 percent. Comparable with other in- 
dustries, the attorney and the accountant do not fare so 
well with the package store. This is largely due to 
simplicity of operation and the “regulations” under which 
the package store proprietor functions. 

The smallest item of expense our survey unearthed is 
“protection” which amounts to 1/10 percent. “This item 
embodies certain costs which many store owners avail 
themselves of for night protection in addition to what- 
ever insurance may be carried. 

I have accounted to you, herein, for a total operating 
expense of 15.9 percent which appears to be a fair aver- 
age. ‘Theoretically, this leaves almost LO percent tor the 
proprietor, partners or stockholders depending upon what 
legal form your store is operating under, Now, sit down 
with pencil and paper and see for yourseli—How are 
you doing? 


DECEMBER IQ4L . WINE AND LIQUOR RETAILER . 29 


au. ee 


po and Madison Streets meet a block from 
the busiest corner of Chicago, near the bright 
theatre district, near the Heart of the Loop. Where these 
two streets meet stands a twinkle-fronted store, all 
mirrored windows and gleaming new exterior, It’s the 
newest venture of a young fellow named Sid Galler, 
Maicy’s Liquors, Inc. 

Sid owns another store down the street, has owned it 
ever since Repeal. It’s strictly price. Mlaicy’s is just 
the opposite. It’s a store with snob appeal, lots of it. 
There are two entrances to the store, one on Dearborn, 
one on Madison. Down Dearborn runs a carline. On 
Madison parade the show crowd, the spenders. In the 
Dearborn windows are half pints and lower priced drinks. 
On Madison are what imports Galler could line up (a 
surprisingly large amount) and the best he could find 
in domestics—those and his plentiful private brands. 

Sid claims to have the biggest wine section in Chicago 
including every popular brand and some of his own. 
This is reflected in both his windowed fronts, which play 
up wine heavily and prominently. These windows seem 
endlessly large since they're mirrored on the backs and 
they keep reflecting each other. 
handled in all sorts of ways. 

Between the stacks of bottles are triangles, squares or 
circles of glass. At least three bottles of 
identical height go under each such 
sheet of glass because it’s neces- 


They're very cleverly 


sary to have three points to support a plane. ‘Vhey’re very 
carefully measured to make certain that all bottles are of 
exactly the same height and therefore that the glass will 


rest securely. 


Under each bottle is placed a paper doily, 


a small, inconspicuous thing that serves somewhat to 


dress up the window. Since 


these 


doilies are rather 


deeply embossed to simulate lace, they have sufficient 
cushioning power to minimize vibration and hold the 


stacks firmly in place. 


FREQUENT CHANGE IMPORTANT 


Merchandise is switched around rather frequently in 


the windows. 


types or brands start selling is surprising. 


Sometimes the locations in which certain 


One that was 


kept up in the front was completely overlooked by the 


window-shoppers. 


spot in the center it started selling. 


watched carefully. 


Rent on the space they 


Moved to an apparently inconspicuous 


The windows are 
occupy is 


high when you’re near the heart of the Loop. 


There are small signs and large ones in the window, 
all printed with the identical types of lettering and in the 


same colors. 


kept up close to the front; they’re 
are well toward the rear of the deep windows. 


all attain about equal visibility to tl 


figures this to be 
because 
windows instir 
most interested 
the signs as 
letter goes, im 
of quality to 1 


maintained b 


good prices, 
practically as 
obtaining his 
bottom price. 
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appealing to 
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Heve Today...and Here Tomorrow! 


WS you see a place with the same steady customers day 
after day, you don’t have to be told the secret of success 
includes good whiskey! %* Good customers, after all, are the 
foundation of a business. Generally they stay good customers 
only as long as you sell them good things. Gooderham & 
Worts has conducted its business on that simple principle 
during the 109 years that it has been producing fine whiskeys. 
* Sell a patron G & W and you know you are serving whiskey 
he will ask for again. And of course, G & W is priced 
for profit. * That’s a winning combination which will 


help keep your business here today... and here tomorrow! 


GOODERHAM & WORTS, LTD., PEORIA, ILLINOIS 


Makers of G 


GOOD WHISKEYS FOR 109 YEARS 
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G & W Whiskey is adver- 
tised extensively, of course, 
but the best advertising of 
G & W Whiskey is in the 
bottle. And when you sell a 
customer G & W 5 Star, 
you know that you are sell- 
ing him a good whiskey — 
that tastes good—one he'll 


like and ask for the next time. 


Whiskeys 


A BLEND—86 PROOF 
755 GRAIN NEUTRAL SPIRITS 
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_ THOUSANDS of miles from the war 
ee = 
zone, the sister plant of a famous 


French distillery has for nearly 8 
years been making the same kind 
of liqueurs which, for over a cen- 
tury, were produced in Bordeaux 
—according to the same formulae 
and distilling processes as the 
Nuyens of yore. 

You can recommend them in 
complete confidence. They will de- 


light the most critical taste. 


MAKE THIS 
CONVINCING TEST 


We have tested Nuyens Liqueurs 
on literally hundreds of experts... 
in comparison with the finest im- 
ports. Many could not tell the dif- 
ference. Some even say of the 
Nuyens sample, “This is the im- 
ported product.” Make this test 
yourself, and be convinced. 
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R CaNapa Dry GINGER ALE, INc., N.Y.C. 
CREME DE MeNTHE Creme DE Cacao 
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an individual, personal responsibility. 
This duty is to so conduct his busi- 
ness that no act of his can be used 
as ammunition for prohibitionist prop- 
aganda. Some of the ways in which 
this duty are expressed follow: 

The dealer must scrupulously ob- 
serve every regulatior under which 
he operates his business. 

He must take exceptional care that 
his promotional material is inoffen- 
sive under radically changed condi- 
tions. 

He must be absolutely certain never 
to sell to minors. 

The general conduct of his busi- 
ness must be orderly and restrained. 
As a member of his local, state and 
national organizations, he should take 
an active part in preventing price dis- 
turbances, conducive to sensational 
publicity as to liquor industry profits 
and methods of operation. 

More than ever, he must be care- 
ful, discriminating in his handling of 
sales to women. 

Finally, and most important of all, 
he must exercise judgment and tact 
in sales to members of our armed 
forces. He should make it a per- 
sonal rule that he shall never con- 
tribute to any situation in which a 
uniformed man lowers the dignity of 
his nation and uniform. 

This last rule of conduct will re- 
quire the utmost display of tact, skil- 
ful judgment and ability to handle a 
dificult situation. Any member of 
the armed forces is legally entitled to 
purchase alcoholic beverages. He will 
resent this privilege being taken from 
him on your personal responsibility, 
but it is a responsibility which, in 
some cases, must be exercised. A few 
words of advice and reminder, tact- 
fully offered, will dispose of the situ- 
ation. 


There are other, almost as impor- 
tant problems which are certain to 
arise, but about which sufficient in- 
formation is not yet available to jus- 
tify positive statements. 

A case in point is the word, flashed 
from California immediately after the 
first confused reactions to unfamiliar 
air raid warnings, that an emergency 
4:00 P.M. curfew for liquor stores 
had been required in that state. “This 
report could not be verified at press 
time, and may merely be the result 
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of imperfect dovetailing of Army and 
civilian policies. 

The implications of the report are 
clear, however. Dealers in every 
part of the country must be prepared — 
to adjust themselves resourcefully to 
abnormal conditions of operation. If, 
considering the California report as 
a theoretical condition, the dealer's 
store must now close at 4:00 P.M., 
or 7:00 P. M., then immediate, prac- 
tical steps must be taken to insure 
that the average daily amount of busi- 
ness is taken care of in a shorter work- 
ing day. 

Dealers operating on either the 
Atlantic or Pacific coasts (or in lo- 
calities up to 100 miles inland) should 
immediately communicate with air 
raid protection authorities in their 
communities. Instructions on con- 
duct during raids have been issued 
to civilians, but a different type of 
procedure must be followed by busi- 
ness men. ‘To protect your staff, 
store, stock and equipment, ask for 
instructions, and learn them thor- 
oughly so that your action in emer- 
gency will be coolly automatic. 

Finally, in your relations with 
other branches of the industry make 
allowance for the conditions under 
which those branches must operate 


from now on out until victory is 
won. They’l! have their problems, 
too. 


Applied to your business, develop- 
ments in the Pacific and the German 
declaration of war mean that for a 
time convoying in the Atlantic may 
be more difficult. Our Atlantic 
forces will be diminished to some ex- 
tent by Pacific requirements, and Ger- 
man submarines will operate closer 
to our shores. Particularly in the 
case of Scotch, this means trouble 
in delivery, and possible eventual ra- 
tioning. If it comes, credit the other 
fellow with a desire to be fair to 
you. 

It is impossible to say at the pres- 
ent time what effect general national 
production programs will have on 
your supplies of stock and equipment. 
Whatever sacrifices may become 
necessary, remember that they are 
part of a national all-out effort, and 
that your competitor is in the same 
boat with you. 

Keep cool, be fair, and follow the 
advice given in this article and your 
business will ride out the storm with- 
out too much difficulty. Do your 
part. Don’t rock the boat! 


Seagram keeps the 


TOUGHNESS OUT 


... blends extra 


PLEASURE IN 


THE 5 crowns 


i 4 , 
Seagranys i I. 


{ 
Five ‘Gown | 
Blended Bihiskey 
0 4 v of 


Prepare for your Holiday trade, It’s also a mighty good reason 

With 5 Crown—the finest that’s made— For featuring Seagram’s this season 
We've kept out the TOUGHNESS It “‘sells like hot cakes,” 
The harshness, the roughness, So for criminy sakes, 

And that’s why it leads the parade. Stock up this brand that’s so pleasin’. 


Seagraw’s } Crown 


SAY SEAGRAM‘’S...AND BE SURE! 


Seagram’s 5 Crown Blended Whiskey. 86.8 Proof. 722% grain neutral spirits. Seagram-Distillers Corporation, New York 
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NO. 6 


In a series of 12 articles 
specially prepared for 
Wine and Liquor Retailer 


THAT HELP YOU SELL 


THE Way you say it may be as 
important as what you say. The 
tone of the voice often means 
as much as the words; static is 
a real handicap! 

Not that you have to be an 
actor or elocutionist in order to 
sell package goods, but a proper 
tone of voice will carry your 
message to the other fellow 
swifter and truer. 

When I was sales adviser to Dave Rubinoff, showman 
violinist, he told me how he could move people physically, 
as well as mentally, with his musical “sales notes.” If 
he played “Humoresque” soft and low, the ducts in the 
eyes would water; the “St. Louis Blues” caused spines to 
wiggle; “Lover, Come Back to Me” prompted the ladies’ 
hearts to beat faster; and a Sousa’s march always made 
the feet of the men beat in time. 

Also, you know how perfumes are advertised in differ- 
ent odors to affect a variety of emotions. Even more 
potent are word tones! 

When your prospect is undecided between buying gin 
and rum you may, using Wheelerpoint No. 4 explained 
last month, ask “J¥hich do you prefer?” 

Your tone of voice may imply, “You are an intelligent 
shopper, appreciating the advantages of both liquors, and 
now you will decide which is better suited for your 
purpose.” 

Or that same four-word question may by its tone also 
add, “Come on, now, you ! You're wasting my time 
by dilly-dallying! Buy or don’t buy, but say something 
quick!” JWatch your bark ... using the right words 
won't help you get the sale if your voice says something 
entirely different! 


“HIS MASTER’S VOICE” 


Consider how much the little dog can express with just 
one word and one tail to wag. What he can do with 
the tone of his “woof” and the wag of his tail in con- 
veying his many messages is well worth emulating! 

Watch the “bark” that can creep into your voice; 
watch the “wag” behind your words. Don’t let cus- 
tomers feel that you are irritated by questions or objec- 
tions. Welcome them—with a confident smile—and you 
automatically make the objections seem small. 

A good package goods salesman doesn’t contradict his 
prospects; he says “Yes, but...” He says ‘“‘yes’’ first, 
and then brings out the “but.” 
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by Elmer Wheeler 


Noted author and sales counselor 


With care you can avoid point-blank disagreement. By 
seeming to agree, you can often bring the prospect diplo- 
matically around to your way of thinking. 

For example, he may say, “I used your XYZ products 
some time ago and didn’t like them.” 

Good answers: “Have you tried our new and im- 
proved ...?” or, “This is the way they are making it 
now,” or, “Tell me what you didn’t like—maybe they’ve 
changed that.” 


TACTFUL TRADING UP 


Or, again, when you know the prospect has money and 
could well afford the better you're trying to sell 
him ... still he responds, ‘I’m satisfied with what I’ve 
been getting” then tell 

it certainly is worth what it : 
you'd be even more satisfied w 

A man may look at your lity line and exclaim at 
the price, “That ain’t hay—that’s a lot of money!” 

The good salesman responds, ‘““You are justified in 
thinking so because the quality is so evident and generally 
known; but, in fact, this costs no more than cheap grades 
if you value taste, bouquet and the way you feel next 
day!” 

If the prospect says, ‘““The color of that cordial looks 
too dark to me,” don’t say, “Dark? Of course not!” In- 
stead, say, “It does look dark, but see how light it is com- 
pared with this dark one.” 

A long-winded explanation in answer to an objection 
often incites suspicion. Meet the objection swiftly and 
with few words, then the prospect has less opportunity to 
argue. The longer you talk, the more time the other 
person has to think up new objections. 

Once in a while let the prospect talk, while you do 
some thinking. Invite him to talk by asking an occasional 
question that will guide your further efforts, such as: 

“You like this quality, don’t you?” 

“Which mixer do you prefer?” 

“Have you ever tried it with rum?” 

“Do you like that size package, or this?” 

“Do you want it with real authority?” 

“Do you know how much money you can save by the 
case ?”” 

Keep the customer “yessing” you or giving you useful 
information; avoid questions that can be answered with 
the kind of “no” that shuts [Continued on page +5) 


“That’s good, because 
But so is this—and 


it because .. .’ 


More than triple the Power 
for a Great Drive! 


FINE ARTS. 


New Advertising now reaches 
38,500,000 readers in 


LIFE! TIME! NEWSWEEK! 
EW YORKER! FORTUNE! 
CUE! ESQUIRE! 


To compile this masterpiece of coverage...we more than 
tripled Fine Arts’ advertising budget! Month after month 
—week after week—we reach out to your quality cus- 
tomers. Not one quality publication—but seven/—drama- 
tizing the blended whiskey that set the pace in the quality 
field with the introduction of 5-year-old whiskies! Follow 
this campaign...and profit while you read! Canada Dry’s 
liberal policies price Fine Arts wholesale to let you make 


a decent profit! 


FINE ARTS 


cere: A BLEND OF 
Csrivaans 3 STRAIGHT WHISKIES 


The Straight Whiskies in this product are ') years old—go proof 


DISTRIBUTED BY CANADA DRY GINGER ALB, INC., NEW YORK, N.Y. 


ot load 
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Frank Schoonmaker & Company. Ine. 


CHICAGO 


REPEAL is 8 years old this month. 


WE'LL be 7 years old next March. 
Let’s look at what’s happened since then: 


At the outset of Repeal, California Wine was, frankly speaking, 
pretty bad, despite the claims that were made for it. 


As for the Wines of Ohio and New York State, hardly anyone even 
knew they existed. 
see RC xe 


TODAY FRANK SCHOONMAKER & COMPANY’S FINE 
WINES FROM CALIFORNIA, OHIO, AND NEW YORK 
STATE ARE ON THE TABLES OF THE BEST HOTELS AND 
RESTAURANTS IN THE COUNTRY. 


THEY ARE WRITTEN ABOUT IN MAGAZINES Li: 
FORTUNE, LIFE, TOWN & COUNTRY, VOGUE, AND 7 
NEW YORKER. 


THEY ARE FEATURED AT DINNERS AND TASTINGS 
THE WINE AND FOOD SOCIETIES OF BOSTON, WN 
YORK, CHICAGO, AND SAN FRANCISCO, AMONG OTHE 


hes <a ioaeenee 


We, in Frank Schoonmaker & Company salute the Wine Indu 
of America for the splendid progress it has made since 1933 and * 
pride in the fact that we have played no small part in this ama: 
recovery. We enter Year 9S. P. (Since Prohibition) with confidence 
in the bright future of American Wines. In the present Nationa! 
Emergency we must and will do our part. If prices must be raised, 
if deliveries are sometimes delayed, we know our friends in the trade 
will make the generous allowances necessary until normal times 


return. 
guna 3 


WHAT WE HAVE: California wines from SALMINA 
BROTHERS, L. M. MARTINI, ALMADEN VINEYARD, 
WENTE BROTHERS, F. KORBEL & COMPANY, FOUNTAIN- 
GROVE VINEYARD. 


New York wines from WIDMER’S WINE CELLARS, Ohio 
wine from ENGELS & KRUDWIG WINE COMPANY. 


GUIMARAENS’ PORTS, SHERRIES OF PEDRO DIAZ 
LOPOZ (Spain), LOMELINO MADEIRA, RIOJA FROM THE 
MARQUES DE MURRIETA. 


17 E. 42nd Street, New York . VAnderbilt 6-1346 


DETROIT CLEVELAND SAN FRANCISCO 
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WINTER WINE WARMERS 


Mot wine drinks are a natural for cold weather profits 


le BLUSTER inter weather had been planned with 
the partic 
mind, it couldn’t have been more ideally suited for step- 
ping up his year-end volume. ‘To the holiday host im- 
pulse a dipping mercury adds strong incentive for sticking 
close to the family hearthside, within easy reach of warmth 
for frozen fingers—and icy innards. 

Your wine department is the answer to a chilblain’s 
prayer. Known to your customers as a warm and friendly 


interests of the package store man in 


beverage in its normal state, introduce wine now as a 
base for steaming, fragrant hot wine drinks. 

In all phases of this type of promotion, keep in mind 
that there’s an old-fashioned, traditional character about 
these drinks, and that their prime objective is warmth and 
creature comfort. So if there’s anything “slick” ‘about 
your selling, keep it behind the scenes, letting what reaches 
the consumer in the way of advertising, display, and sales 
method retain a homespun flavor. 

There’s enough potential volume here to rate a special 
Portion of your store as well as of your efforts. A small 
corner will do—it’s preferable, in fact, having more of 
the “cozy nook” about it. An eye catcher for this corner 
can be constructed in the form of an inviting, cheery 
home window. Into a piece of heavy cardboard about 
4+ ft. x 5 ft. cut a rectangular opening two feet wide 
and three feet high. Thin strips of the cardboard should 
remain, to give the effect of small panes of glass, Over 


the solid area about the rectangle, paste red crepe paper 
printed with a brick pattern. On the back of the card- 
board, and covering the cut-out portion, paste two thick- 
nesses of red cellophane, and for contrast either paint the 
cross strips white or cover with white crepe paper. 

To people this cheery little dwelling, you will find most 
magazines are replete at this time of year with full page 
ads showing festive scenes of one sort or another. Cut 
out to form a silhouette, a little glue makes these cele- 
brants at home behind the cellophane window, and a 
lighted electric lamp placed behind the entire scene 
throws their shadows into sharp relief against the cheer- 
ful glow. Result: a display which conyeys better than 
words the feeling of warmth, hospitality and merriment. 

Still keeping in mind that the primary function of 
these drinks is comfort and taste satisfaction, elemental 
appeal should be employed with good effect. For example, 
in the corner devoted to this effort, place, in conjunction 
with your wine displays, some of the ingredients which 
are to be combined with the wine in the hot mixtures. A 
bowl of lemons, another of stick cinnamon, and a third 
of cloves, help, of course, to demonstrate steps in mixing 
the drinks. But they also perform another and more 
dynamic function, permitting the package store to avail 
itself of an appeal usually closed to it, something other 
than sight, touch or sound, to which liquor selling is usu- 
ally confined. he enticing scent of a pastry shop does 
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more for its sales than all the non-aromatic advertising 
in the world. Let the nose appeal of the bowls of spice 
do some of your selling for you—that elusive scent will 
stimulate interest—but good. 

li you can arrange with a local furniture dealer for 
the loan of a portable fireplace—or a facsimile may be 
easily constructed with more of the brick-pattern paper— 
set this up, and over a small electrically-operated sham 
fire, hang a shining copper kettle. Lacking space for 
the fireplace, incorporate the kettle in your display of 
ingredients, still carrying forward that idea of warmth. 
And the bright copper is attractive for its own sake. 

Easily procurable and in the spirit of things, too, is 
a reproduction of the common type of old English print 
showing a hearty group of huntsmen, travelers or just 
plain folk, faces shining with conviviality and firelight. 
Just in out of a zero night, your customer will feel a 
tinge of envy at the sight of so much apparent warmth 
and gaiety, even in a picture. And there you are, all 
ready to tell him about a way to produce a scene like that 
in the flesh in his own circle. 


DOWN-TO-EARTH SALES TALK 


Follow up this elemental appeal in your verbal selling. 
Use words which get across the feeling of cozy comfort, 
the downright deliciousness of a cup of hot spiced wine. 
Evoke the memory of bygone days when a “wine cup” 
was the order of a winter's day at every wayside inn. 
What with its constant recurrence in literature, it isn’t 
long before your little dissertation has conjured up the 
customer's particular conception of old-fashioned hos- 
pitality, involving low smoke-stained rafters, a singing 
kettle over a blazing hearth, and a merry company of 
travelers cheering themselves with a fragrant steaming 
cup of spiced wine. 

Stress, too, that although hot wine drinks have their 
roots well in the past, they’re an ideal way of offering 


RESPONSIBLE 


FoR extra profits at the Bibo-Select 
Wine Shop, according to its proprietor, Valentin 
Biho, 630 North Alvarado Street, Los Angeles, is 


the real wine cellar shown abouc, where 
customers may select their wines from barrels. 
38. 
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something “different” in the way of fuel for a winter 
gathering. Further, although the satisfaction of some- 
thing that tastes just doggone good is the chief point, don't 
neglect to impress the fact that these traditional drinks 
have dignity and are 
serve. 


“smart”? as well as inexpensive to 


SERVICE INSTRUCTIONS 


Yo insure against disappointment that might kill a 
repeat sale, include in your sales talk a few tips regarding 
the concoction and serving of these beverages. Tor in- 
stance, in heating the wine, while it must be piping hot, 
the customer should be cautioned against boiling it, as 
boiling impairs the flavor. Instruct your customer, too, 
that glasses or cups should be heated before they are filled, 
to prevent cracking, and in the case of a glass, the hot 
liquid should be poured slowly over a spoon. 

If you're interested in sideline profits, by all means 
carry a few types of cups especially designed for these 
drinks. They’re practically thing, 
they’re made in a number of novel and intriguing designs. 
Too, you'll find that often customers whose supply of 
complete, will be 


surefire. For one 


glassware and other service items is 


without the equipment to serve these beverages at their 


best. 
Provide yourself with a few of most appetizing 
recipes for drinks of this kind. / le are those in- 


klet, ““Hot Wine 


12 of this 


cluded in the Wine Advisory Board’ 
Drinks”, listed under “Dealer Aid 
issue. 


page 
Use the order form on that and make sure 
you are well provided with this 


helps. 


as other selling 


GO LIGHT ON ADS 


iis direction will 
resh-frozen cus- 


By far your most effective selling 
be done in the store, where you ha 
tomer to whom the mention of an * warm is more 
than welcome. But while an impres 
advertising budget devoted to this ph 
its keep, at least one of your newspape 
be devised with this end in view. Something along these 
lines: Headline—What’s your H. Q. If your 
winter gatherings find one or two guests clinging like 


portion of your 
would not earn 
insertions should 


Copy: 


barnacles to each radiator, and the rest in shivery dis- 
comfort, your H. Q. (Hospitality Quotient®) is prac- 
tically minus. Remedy: When folks come in stamping 
numb toes and blowing chilled fingers, a steaming cup 
of piping hot wine, rich with the fragrance of cinnamon, 
cloves and fruit, will thaw them quick as a wink into a 
happy, comfortable, merry group. And your H. Q. 
zooms ! 

Include in this ad one or two of the more tempting 
hot wine recipes in your collection, along with prices of 
Wines suggested as their bases. 
vice sideline of novel wine cups. 


Mention, too, your ser- 

Stress the theme that 
here, at one swoop, the host or hostess can completely re- 
furbish his entertainment, since you can offer not only 
the necessary wines, but recipes, instruction, and the equip- 
ment required to serve these drinks. 

Remember, incidentally, that this isn’t just holiday sell- 
ing. Jar from just cashing in on an extra bit of gravy 
from a few weeks’ boom, this is a case of utilizing the 
festive impetus to launch a program which will extend 
over into the months of zero weather ahead. So plan this 
opening wedge carefully, and every cold spell will be 
money in the bank. 


Let's Sell 
Hall Bottles 


There’s a future in “tenths” 


ee Wine, for the average American family’s use, 
needs a convenient container. In fact, one of the 
serious obstacles holding back the use of table wine in 
the United States today is the relative inconvenience of 
jugs, and to some extent even large bottles, for use by 
the average-sized family. 

Recognizing this serious fault in wine distribution of 
the past eight years, the Roma Wine Company, according 
to general manager B. B. Turner, is now advocating to 
its distributors and retailers that the half-bottle (tenth- 
gallon) of table wine be merchandised in the future with 
emphasis equal to that given full bottles (fifths). We 
are urging that all jobbers carry half-bottles of dinner 
wines in stock at all times, and that retailers feature this 
size. 

Why is the 
cause the ave 
which dwells 
often times th 
consumed at : 
at home for 
maining in th: 

The half-bo 
ounces of wit 
quantity to 
with a meal. 
men and Ital consume a half-bottle per person, or a 
full “fifth” f vo, but the half-bottle is also favored 
by them, becai 
diner. 


re bottle frequently unsatisfactory? Be- 
American family, especially the one 
small home, flat or apartment, finds 
large bottle of table wine is not fully 
e meal; and if the family does not dine 
nights following, the table wine re- 
tainer is likely to spoil. 
on the other hand, contains 12.8 fluid 
about four glasses. It is the ideal 
wo persons who use two glasses each 
ny regular wine consumers, like French- 


t provides an individual bottle for each 


STEP UP WOE CONSUMPTION 


The “tenth” is the answer to the question many a re- 
tailer has asked—‘how can I promote table wines for 
home consumption with meals?” Such retailers often have 
tried to interest infrequent wine consumers to buy table 
wines for use with meals, by building displays of large 
bottles and jugs, and have not understood why they failed. 
But investigation by inquiry among such consumers de- 
veloped the reasons why they did not buy. They had 
previously learned by experience that table wines are per- 
ishable—that they spoil, after being opened and exposed 
to air, almost as readily as milk does. “They did not need 
a full bottle to serve with a meal. Only the adult mem- 
bers of the family would drink the wine normally. They 
did not want a half-gallon or gallon jug, which they 
would have to bottle with a moderate amount of trouble 
that would involve saving and washing small bottles, buy- 
ing corks, and trying to find a conyenient storage place 
for the home-filled bottles. Nobody offered them a size 
that would be acceptable—and therefore they simply did 
not buy table wine. 

Still another reason has been found for consumer re- 
luctance to buy large bottles of dinner wine. Many 


Americans are not familiar with the taste of the dry, light 
wines, and they are only willing to buy a sample quantity 
on the first purchase, to give the wine a trial. “They re- 
gard a large bottle as too much of an investment for a 
sample. The half-bottle is the answer. 

During the past few years, a few retailers in different 
parts of the country have experimented with window 
and store displays featuring half-bottles of dinner wines. 
The results in sales have been, in the case of the Roma 
Winé Company, surprisingly satisfactory. And more im- 
pressive still, it was found that the halt-bottle sales were 
followed by repeat purchases. The repeat purchases, by 
the way, were also of half-bottles, indicating that the 
half-bottle is a size for regular purchase, and not merely 
a sample quantity. 

Why does Mr. Turner not advocate the “twentieth- 
gallon” or “split” size for this purpose? Because the 
“split” is almost always too small for table wine, and 
therefore even less satisfactory than the large bottle, which 
is often too large for table wine. 

Usually, there is not enough table wine in a 6.2-ounce 
split to satisfy even a single adult consumer. “Vo be served 
not-enough wine is a disappointing experience. The 
“split” is only good for “sampling” which I am satisfied 
is a fact, despite the fairly large sales of that size in the 
United States, which might be thought to indicate other- 
wise. It will be far better for the satisfaction of consum- 
ers and the advantage of vintners and retailers if we con- 
centrate on half-bottles of table wine, and minimize the 
sale of splits. 

I am not advocating that we push the sales of dessert 
and appetizer wines in half-bottles. These wines are not 
perishable, and there is no reason why they should not be 
sold in +/5 quart or quart bottles. Actually, there are 
social reasons why we should discourage, rather than en- 
courage, the sale of sweet wines in smaller than fifth or 7 
quart size. ; 


very MucH in the holiday spirit, but ideal for year- 
round giving, is the package offered by Ambrose & 
Company for Richelieu wines and champagne, 
The items fit into places arranged for them, and the 


package is hinged at the side to permit display. 
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eGet your Holiday Wine 
quick—you don’t want to miss any part 


displays up 


of this biggest wine season the country 
has yet seen! 

You’lJ want to push both these Holiday 
wine ideas. Note them carefully. They’re 
boosting wine sales in store after store! 


I. GIFT WINES...Three out of every 
ten bottles of wine sold at Holiday time 
are for gifts. Wrap single bottles in Holi- 
day colors. Offer assortments in Holiday 
wrappings. Make window and island 
displays on Gift Wines. 


2. WINE WITH FESTIVE MEALS 
... It’s the surest way to start a big re- 
peat business on table wines. Use the 
Wine Growers’ Holiday bottle toppers 
and full-color Holiday signs in all your 
displays. 


Last but vitally important, carry Holiday 
wines in a range of prices 


people will 
buy a bigger assortment for Holiday use. 
Time is short. Write for your free display 
and merchandising material now! 
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NEWS ABOUT WINE 


WINE INDUSTRY PREPARED 


Because it made a detailed survey of its 1942 requirements 
and the prospects of fully meeting these requirements before 
our actual entry into the war, the wine industry is in a good 
position to plan its activities for an indefinite war-time future, 
and to cushion dealers against the shock of possible shortages. 

In general, and despite the fact that the survey was completed 
before our active participation in the war altered the situation, 
it may still be said that retailers with a good wine business 
need have no fears for the immediate future. 

The Wine Institute, after a series of conferences with OPM 
and other Federal officials, has issued a bulletin to members 
which indicates that currently the most important strategic in- 
dustry materials are cartons and closures, with closures ex- 
pected to be the most serious difheulty. 

There is no prospect of a bottle shortage in the near future, 
although again the caution must be added that a total war econ- 
omy can change circumstances rapidly. Since there is reason 
to expect that the trouble as regards a possible shortage of car- 
tons and closures can be met in one way or another, and since an 
adequate supply of bottles seems assured for a few months, 
anyway, little change in the dealer’s ordering and handling of 
stock is in prospect. 


Within another year, the dealer may be handling a much 


greater proportion of products topped with plastic closures. 
President Roosevelt has announced a rigid metal conservation 
program, and even before the address in which he mentioned 


was conceded that supplies of metal available 
diminishing, and that thinner metal closures 


this necessity 
for closures 


were becom definite probability. 


The cork ition, as always, depends upon war develop- 
ments. Mil experts are again mentioning the possibility of 
a German mn of Spain, and at least 40 percent of the 
Spanish 1941 put of cork and cork products has already, 


under press een allocated to Germany, Italy and their occu- 
pied territo 
The foll 


able relatiy 


information is believed to be the best obtain- 
ivailability of certain of the principal items 
of interest e engaged in making and selling wine, with 
notes wher information is relevant on how retailers are 
directly affected 

Bottles (+ is sizes up to +9 gallons): The OPM advises 
that there is present shortage, athough there may later develop 
a shortage oda ash used in manufacturing glass. Curtail- 
ment of smal! bottle sizes, such as pints and half-pints, is now 
a possibility 

If an absolute prohibition of small bottle sizes were to be- 
come necessary (not considered a danger, at present), business 
of dealers in some states would undoubtedly be affected. ‘This 
would apply particularly in low-income neighborhoods of large 
cities, where small bottles are popular sizes. Watch this column 
for news of the situation as it develops. 

Corrugated fibre cases (including dividers, ete.). The OPM 
advises that the paper shortage is becoming acute. Both indus- 
try and the general public were advised of this during the 
Christmas holiday period. 

It may become necessary for the industry to work out a system 
for salvage and re-use of cartons, or switch to returnable wooden 
boxes. This means that as part of the victory program, dealers 
may be put to some little inconvenience in checking and return- 
ing containers, but that the difficulty will not extend to sales. 
It is possible, however, that the shortage may eventually have 
some effect on case sales, in which case a small deposit on the 
case will insure the customer’s returning it to the store. 

Labels: Again, no direct effect on sales. No shortage is an- 
ticipated immediately, but a decrease in quality may be antici- 
pated. ‘This, if it comes, is simply another one of the difficulties 
which all dealers will share together, and no dealer will be 
penalized in contrast to his competitor. 

Closures: As already stated, the supply of cork and metal 
closures cannot be considered dependable for the future. The 
plastics situation is more favorable, and no direct effect on sales 
should be expected. [Continued on page +3] 
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EXTRA 8 


Tilustration taken from full color back cover of the December FORTUNE Magazine 


Effective year ‘round advertising intelligently 
placed in magazines, newspapers, radio and 
outdoor displays where it continually reaches 


established and prospective consumers. 


What does this mean to YOU? 


@ More and easier sales. 


This CHRISTMAS 


sell groups to 
fit budgets 


@ Rapid turnover at 
greater profit. 


@ Repeat business month 
after month because of 
higher quality. 


Order ample stocks 
from your jobber to 
protect yourself 


against shortages. 
° 


These champagnes, wines 
and vyermouths are made, 
bottled and sealed in the 
8l-year old cellars of The 
Pleasant Valley Wine Co., 
Rheims, N. Y. 


American CHAMPAGNE 


WINES ¢« VERMOUTHS 
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TO AN AUDIENCE CONSERVATIVELY ESTIMATED AT 


10,000,000 


WITH HALF-PAGE AND SIXTH-PAGE HOLIDAY ADS IN 


=s 3 


LIFE...TIME...COLLIER’S... ESQUIRE 
COSMOPOLITAN... REDBOOK...CUE 


TOWN & COUNTRY... THE NEW YORKER 
NEWSWEEK 


IS HELPING YOU TO SELL 


RENAULT 


American 
CHAMPAGNES 


STILL WINES SPARKLING WINES VERMOUTHS 
x Kk * 


St Will Pay You te Feature Feenault 


CHATEAU RENAULT is naturally fermented SPARKLING WINE, American 
Champagne, bulk process. 


RENAULT AMERICAN SWEET VERMOUTH is alcohol 15.9% by volume. 
RENAULT AMERICAN PORT is alcohol 20% by volume. 


L. N. RENAULT & SONS, INC. - EGG HARBOR CITY, N. J. 


(jentinuousty since 1870 
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Wine (oes Native 


It was just two years ago that Prank 
Schoonmaker & Co. made news in the wine 
field with the announcement that 16 Amer- 
ican wines, all originating in California, 
had been added to its list, heretofore de- 
voted wholly to the produce of the wine 
countries of Europe. 

Schoonmaker’s offer to its patrons of 
American wines listed side by side with 
distinguished European imports represented 
a sharp switch from the customary inter- 
ests of the well-known importers, few of 
whom gave native wines more than a brief 
and cursory part in their selling activities. 

The red and white Schoonmaker Bulletin 
that carried the announcement of the com- 
pany’s entry into the handling of American 
wines was headed with prophetic insight, 
“Wines in Wartime.” At the time, how- 
ever,—December, 1939,—France was still 
seemingly impregnable behind the Maginot 
Line, Italy was still neutral, and blitzkrieg 
was still to be heard only in Berlin Gen- 


eral Headquarters of the JV ehrmacht. 


The 16 American hosen by Frank 


firm’s label did 


Schoonmaker to car: 
not bulk very large ide the 205 still 
European wines tl yncern offered. 
Index of the times i that the latest 
Schoonmaker list tal of 40 na- 
tive wines, represe f practically 


every important wit ing section of 


the country in addi California. 
PRE-WAR EK ION 
Far from being 1 of the dis 


appearance of Eure ource for fine 


wines, the Schoo: preoccupation 


with the development \merican  viti- 
culture dates back t , if not farther. 
A company bulletir 1 in that year 


expressed the belief tl vine regions 
of this country were capable of producing 
outstanding wines and that progress was 
steadily being made in that direction. 
The Schoonmaker company has  stead- 
fastly held to the policy it originally 
adopted in regard to native wines: handl- 
ing of winery-bottled wines on a strictly 
selective basis, identification of wines by 
the name of the grape and vineyard dis- 
trict from which derived, and clear, di- 
rect explanation of what the wine is like. 
Two outstanding impressions have been 
made both on him and other members of 
the company’s staff, says Alexis Lichine, 
vice-president of the company, after con- 
tinual personal contact with package 
stores in all parts of the country, first, 
that the consumer is far more interested in 
wine than many retailers appear to real- 
ize and can be sold on wine; and second, 
that the sale of distinctive wine lifts the 
retailer above the everyday run of pack- 
age stores, identifies him as a_ specialist 
and helps his business generally, in its 
liquor departments as well as wines. 


News about Wine 
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A long list of chemicals, hitherto considered fairly plentiful 
for the most part, has been placed on the doubtful list by in- 
creased national production needs, but no effect on retailing is 
foreseen. 

Some serious shortages may develop also in such items as re- 
frigeration, bottling, pumping, heating equipment and_ parts, 
office equipment and supplies, hand tools, trucks, tires and mis- 
cellaneous supplies and equipment. Of the items in this list of 
interest to dealers, tires are the most important in the immediate 
strategic picture. New tires, even after a limited production 
system has replaced the present ban, will be extremely hard to 
obtain. 


FILL STANDARDS APPROVED 


In line with the request of John B. Smiley of the Bureau of 
Industrial Conservation that new standards of fill for wines 
be put into effect on a voluntary basis before October, 1943, 
wine interests have given assurances that they will cooperate 
with the OPM conservation program to the fullest extent, and 
as soon as possible. 

This means, of course, that as soon as stocks of old-type wine 
containers are used up, dealers will be offering only eight stand- 
ard wine bottle sizes to their customers, in place of the approxi- 


mate 25, exclusive of miniatures, which are now on the market. 

The new sizes, as reported in this column last month, will 
be: 4.9 gallons, 3 gallons, 1 gallon, % gallon, 1 quart, 4/5 quart, 
4/5 pint, 2 pint, 4 ounces, 3 ounces and 2 ounces. 

Smiley has received a letter from Captain Louis Montfort, 
counsel for Vinger Lakes wine growers, saying that eastern vint- 
ners will rate as promptly as possible by following the 
new stand of fill. 

It is b that the eastern wine producers do not have 
much in ttle stocks that would be outlawed under the 
new standai of fill regulation, 

GRAPE )” UNHARMED BY COLD 

The recen n Joaquin cold spell in Caifornia is said to have 
caused no ze of consequence to either the 1941 grape crop 
or to the themselves. 


Harvestin id been virtually completed before the cold snap 
occurred. 

A few 1 planted vines were slightly affected, but total 
damage isignificant, although certain other late crops, in- 


cluding or: , were evidently hit rather hard, 


NAMES THE WINE NEWS 


The William H. Weintraub agency has been appointed to 
handle advertising of several Schenley brands, according to an 
announcement by S. D. Hesse, advertising director; they include 
Cresta Blanca wines and Dubonnet, French apertif, formerly im- 
ported by Schenley Import Corp., but now to be bottled in this 
country. 


FOR INCREASED SALES AND PROFITS 
— SATISFIED CUSTOMERS—REPEAT BUSINESS 
—SWIFT DELIVERY TO EVERY MARKET 


Fruit Industries, Ltd. 
‘America’s Largest Wine Producers’ 


Los Angeles + San Francisco *« Chicago * New York 


Fa re pea te 


Backed by an eighty-three year reputation for quality leadership— 
and a consistently effective advertising campaign in Life, Time, 
New Yorker, Vogue, Esquire, Cue, U.S. News and other magazines 
—Cook’s Imperial Champagnes and Still Wines are setting new 
sales records everywhere. 

For the Holiday Season, Cook's Imperial Extra Dry Champagne 
in Fifths is packaged in a gay gift carton and the Still Wines in 
bright individual wraps of cellophane. Six 8-oz. Splits are packed 
in a colorful carton. 

Get your share of this year’s demand for quality American 
Champagnes and Still Wines. Feature the finest, Cook’s Imperial. 


J eT 
te abl 


if) 


American Champagnes 
EXTRA DRY * BRUT (ESPECIALLY DRY) * SPARKLING BURGUNDY 
6 Off Pf. 
American Still Mines 
SAUTERNES * RHINE * BURGUNDY * CLARET * DRY MUSCAT 


SHERRY * PORT « MUSCATEL * TOKAY « (20% ALCOHOL BY VOL} 
ee ee | 


AMERICAN WINE COMPANY © ST. LOUIS 
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ULETIDES 


Old Forester has been 
America’s Guest Whisky 


XMAS GIVES YOU YOUR 
BIGGEST OPPORTUNITY 
This yearthereis record 
Xmas money—seeking 
to buy gvality. And Fa- 
mous Old Forester is 
the proud product of 
the quality-whisky state 
—Kentucky. P.S.: Pays 
top profit, too. 


KENTUCKY STRAIGHT BOURBON WHISKY 


Fomoes OTD 
FORESTER 


BROWN-FORMAN DISTILLERY CO., INCORPORATED 
At LOUISVILLE In KENTUCKY 


Let’s Get Personal 


[Continued from page 28] 


come in day after day whom I cannot 
recall. They call me by name; and 
often if I am busy elsewhere they 
wait for me to discuss their purchases. 
That, too, makes me happy. 

I try to learn my customers’ names, 
and when one comes in, greet him, 
or her as Mr. So-and-so, or Mrs. 
So-and-so, or Miss, as the case may 
be. Your customer likes that. 

Possibly a customer remarks having 
had a fine drink of some sort at such 
and such a place. Find out if you can 
what sort of drink it was. Perhaps 
you can tell him, if he doesn’t know; 
and if he knows what is needed to 
mix one like it, chances are he will 
be interested in buying the ingredi- 
ents. 

I often have people say to me: 

“My, I should imagine you would 
have a guilty conscience, selling liquor 
as you do. Think of all the head- 
aches you cause!” 

Well, I don’t feel that way at all; 
for I am not trying to sell liquor 
merely, but to sell people a way to 


have some real enjoyment and 
pleasure from use of liquor. 

I guide my operations by my per- 
sonal conviction that liquor should be 
sold as a means of enjoyment. Over- 
indulgence never is enjoyment. 

My experience has taught me that 
there is a great deal of real pleasure 
for the salesman in realizing that he is 
helping people to find some real 
pleasure; and I honestly believe that 
gains we can say have been made in 
our volume are entirely attributable to 
that fact and our efforts here to keep 
impressing our customers with our 
real desire to serve them. 

Of course additional time and ef- 
fort is required in building up the 
friendly atmosphere, rather than op- 
erating from a cold cash-and-carry 
angle. Once the feeling is established, 
though, you'll find it’s been a good 
investment. Not only is the customer 


Turn on the leat 


re 24] 


{Continued from px 


made less serious through smart pro- 
motion and merchandising. 

Inevitably, the war will cause a de- 
cided reshuffling of your customer list. 
Some of your customers will be called 
to service, others will be forced to 
move to other localities or states. 

Capable merchandising calls for re- 
placement of lost names on your list. 
This involves promotion. ‘The first 
step is to check your list thoroughly, 
removing names which no longer rep- 
resent potential business, and adding 
names of newcomers to your store’s 
trading area. 

Next, classify your list. Hereto- 
fore, only rudimentary efforts in this 
direction have been necessary for the 
average dealer. Now, such classifica- 
tion is of business value. As com- 
pletely as possible, determine the occu- 
pations of customers dealing with you 
and their organizational affiliations. 
This is a task which cannot be carried 
to perfection in one month, but a good 
Start on it can be made before Feb- 
ruary 1. 

Once classification has been carried 
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more inclined to return to a_ place 
where he can depend cheerful 
greeting and reliable advice, but he 
accepts suggestions n ) more readily 
from a salesman why is him as 
an individual, rat] 1 in mere 
terms of purchasing lity. 

to the point where expected 
to produce practi , ise data 
in placing or dist: »motional 
material. A case in the direct 
mail letter which is ¢ 1 connec- 
tion with this articl Obviously, 
knowledge of those customers with 
night duties of various types in your 
territory will enable you to make the 
letter produce more sales, since a 


special appeal is made to this type of 
customer. 

Similar use can be made of knowl- 
edge of customers’ organizational af- 
filiations. Much case business can be 
secured if this information is obtained 
and used in a dignified way. From 
now on, there will be a tremendous 
increase in organizational activity of 
all types and the dealer must be pre- 
pared to meet his opportunity. 

Renewed community spirit is a logi- 
cal reaction of a nation at war, and 
this is expressed in a rising tide of 
organization and unification, all of 
which is bound to culminate at some 
time or another in some form of so- 
cial gathering. Catch this spirit and 
build your foundation now, so you'll 
be ready to ride with the trend when 
it’s gathered momentum. 


a 


Magic Words 


off anything in the way of further 
sales effort. 

Every salesperson is bound to run 
across the “know-it-all”? type of pros- 
pect occasionally, and the package 
goods trade is no exception. 

Let the know-it-all feel that you 
respect his opinions; then he will 
listen to you; then he is easier to sell. 

Don’t try to cut off the know-it- 
all, or the ‘‘fussy’’ customer, or the 
“particular” customer. Let them 
unwind seem to agree 
with them by saying: 

“Since you know a great deal about 
this, I’m sure you'll agree this is best, 
won't you?” 

“You 


know this will please you.” 


themselves ; 


are a sensible buyer, and I 


Sometimes you can even capitalize 


on the know-it-all by saying, “I’m 
always glad to find a person who 
really knows this subject. Now tell 


me, which 
fer?” 
Sometim he 
third part ie 
ative or nei 
shun the | 


these two do you pre- 


the 
prospect’s wife, rel- 

Don’t overlook or 
If he 


know-it-all is 


dor, 


party. insists 


on edging into the conversation, try 
to draw him over to your side by 
such questions as these: 

“What is your opinion, sir?” 

“Which do you prefer, miss .. .?” 

“What do you think?” 

If, when taking the prospect’s 
“temperature” with a well directed 
question or two, you out a 
criticism, don’t side-step it or make a 
blunt denial. Simply say: 

“T’m glad you brought up that 
I was just going to explain it.” 

Or—‘l was coming to that. But 
first let me explain this feature.” 

If the prospect “Well, it 
seems all right, but I don’t know.” 
You say: “It is all right, and it suits 


draw 


point. 


says: 


your nee 

If the prospect says: 
than I’ve been paying,” agree and say: 
“No doubt—but think what com- 
plete satisfaction is worth, and you'll 
find this very reasonable.” 

Your sales talk will be more effec- 
tive if you train your voice to run its 


“That's more 


entire scale of tones. Don’t be a 
Johnny-one-note; raise and lower 
your voice; highlight your sales 


points; avoid a mechanical, monoto- 
nous tone. 

Next month we'll tell you “When 
Ten Equals Ten Thousand.” 


Siliieiierenmemmmmmmememmmnnmmmmseeesssess re 


Catch 


[Continued 


Waiat 
rain! 


o> 


page 27 
be wrappe 
The 


Storage spac tor 


for him without delay. 
rack 
the common 
Wines, and the wall behind it is cov- 
ered with a horizontal rack for hold- 
ing fine imports. 
the length of the counter, has been 
covered with linoleum, and makes a 
fine area for small displays. 


real this serves as a 


more 


The top, running 


In place 
of mass displays, counter space, al- 
though that is also valuable, is given 
over to towers of bottled goods. But 
the windows remain the most efficient 
form of attracting attention. 
Massachusetts regulations do not 
permit many forms of advertising to 
return a profit. 
out completely, if 


Radio, of course, is 
you want to men- 


tion price. Newspaper advertising 
May mention prices, but you must 
choose between illustrations and 
prices. You cannot use both. De- 


scriptive words such as “wonderful,” 
“delicious,” cannot be used. Hand- 
bills may not be passed out on the 
street. 

These regulations apply, of course, 
to all stores. “That leaves only three 


bases for customer decision: price, 


Mr. Polansky 


feels that customers attracted merely 


quality and service. 
by price levels are never permanent 
customers, and it does not pay to give 
them liquor either at or below cost. 
While he tries to meet call competi- 
tion, for the sake of his regular cus- 
tomers, he does not try to capitalize 
on price wars, and makes every at- 
tempt to get back to normal levels 
as soon as possible. Quality is an- 
other almost standard factor. While 
Liquor Mart has its private 
brand, it is not pushed strenuously. It 


own 


is carried chiefly as a medium of com- 
petition with price-cutting houses, and 
is put forward only when objections 
are made to prices on standard 
merchandise. On the whole, national 
brands are featured, and their quality 
is standard. Service is what marks 
one store from another. “Uhe ability 
to have the desired goods on hand, 
to complete the sale quickly, con- 
venience of location, all add up to 
satisfaction on the part of the cus- 
tomer. That's what keeps a healthy 
proportion of those fifteen and a half 
million travelers buying their liquor 
at the North Station Liquor Mart. 
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Now— 
a nation-wide 
magazine campaign for 


MARTIN'S 


LIQUEUR 
BLENDED 
SCOTCH 
WHISKY 
88 PROOF 


This winter, a new series of ad- 
vertisements featuring Martin’s 
V.V.0. will appear in a wide list 
of national magazines, 75 arrest- 
ing advertisements in Collier's, 
Life, Time, Fortune, New Yorker, 
Esquire and Cue will tell fifty 
million readers that V.V.O. is the 
choice of men who know good 


Scotch. 

Watch for this new advertising 
—and watch for new customers 
coming into your store, Be sure 
you're stocked to take care of 
them! 


NEW YORK, N.Y. 
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One sure way to win—and 
hold—a customer's good will 
is to offer him Daiquiri Coc- 
telera Rum. It’s not only de- 
licious, with that light true- 
rum flavor that “makes” a 
cocktail or tall drink, but it’s 
also kind to the buyer’s pock- 
‘etbook—because it comes in 
duty free from Puerto Rico, 
‘a United States possession! 


DAIQUIRI 


- COCTELERA RUM 
Either “White” or “Gold” 
both 86 proof 
Now advertised regularly 
, TIME, and NEWSWEEK 


| Dry Ginger Ale, Inc., 
rk, N. Y., Sole Distributors 
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a separate master sheet bearing the 
same identification number as appears 
on the sticker label on bottles of cor- 
responding brand and size. 

Each sheet is marked off in months, 
Janaary through December, and each 
month is divided into days. 

Detailed information on each sheet 
includes: (a) cost per case, (b) cost 
per bottle, (c) brand, (d) size of 
bottle, (e) date of purchase and from 
whom, and (f) amount on hand at 
the beginning of each month. 

Also, under the various separate 
days of the month are posted mer- 
chandise received, sold, adjusted 
(which means breakage, leakage, re- 
turned, etc. and the balance). 

Thus, in simplified but highly ac- 
curate form the whole record is avail- 
able. 

Purchases are recorded as they are 
received and added to the balance on 
hand. From the labels torn from the 
bottles as sold an accurate record of 
all sales each day is provided. These 
posted daily and subtracted from pur- 
chases and stock on hand give the bal- 
ance at the end of the month. 

But infinitely more than that, the 
master sheets tell at a glance how 
each individual brand is selling, which 
bottle-sizes are most popular, what 
merchandise is not moving, and when 
to order and in what quantities. 

In addition, the perpetual inventory 
safeguards against unnecessary losses, 
and equally important, it is a true 
guide as to what nof to buy and, also, 
what effect various seasons and_holi- 
days have on the business in the par- 
ticular community. 

The Rhode Island Liquor Store at- 
tempts to check its perpetual inven- 
tory by an actual count of stock about 
once a month but not less frequently 
than once every three months. But 
just to keep everyone on their toes, 
spot checking of various brands is car- 
ried out frequently in dull moments. 

To facilitate taking inventories by 
count, as well as those wholesome spot 
checks, the merchandise is located on 
the shelves by brands and bottle sizes 
to correspond with the master sheets. 
Mr. Ratush can select one or two 
sheets at random, step to the shelves, 
quickly check, and return the sheets 
without interfering with or confusing 
the system. 

For the conyenience of the clerk 
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marking the labels for new shipments 
of liquor, and to insure accuracy, the 
numbers of the various brands and 
sizes are contained in a small master 
book, in which the changing retail 
prices are also listed. 

As an added precaution, too, after 
the labels from sold merchandise have 
been posted on the respective sheets, 
the labels are wrapped separately by 
days and held for a month or six 
weeks in case a recheck should be 
required. 

“We have found our system to be 
as close a check as it is possible, we 
believe, to get,” said Mr. Ratush. “It 
is irksome at times to do the book- 
keeping but it has more than paid in 
results. 

“Tt gives us a definite working 


-knowledge without which we would 


not be able to do the business we do. 
We can tell what we are doing and 
what the future is likely to bring. 
“Having a satisfactory perpetual in- 
ventory is the difference between do- 


ing business scientifically and intelli- 
gently and doing it by guess work. 
It may take a little more time, but I 
like to know what 1’: ing and 
where I’m heading. 1!) rpetual 


inventory tells me.” 


AID AMERICA 


AMERICAN RED CROSS 


NEVER TOO LATE TO JOIN 
Your memberships and contributions assure: 
Transfusions for armed forces. . . Surgical dressings 
for Army. . . Aid to service men’s families. . . 

Nurses recruited. . Nurse's aldes trained. 
Disaster relief. . . First aid training. . . 
safety classes. . . Home Nursing courses. . . 
tion guidance. Send memberships to Liquor Group 


NEW YORK CHAPTER 


AMERICAN RED CROSS 
315 Lexington Ave., New York 
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LEAST TAXING w@ the taste 


[ov ROS ows 8 
Seagtan,. 
troy Coury 


BLENDED WHISKEY 


aa 9 
S C AQvaAWs 1G has always been the “Least Taxing 


to the ‘laste’ of all fine whiskies. Likewise it has always been the “Most Pleasing to 


IST li LEASIN Gi tothe palate 


the Palate.”’ Those are the two qualities most essential to a really superb whiskey. They 
constitute the theme of the new Seagram’s 7 Crown advertising—they are perhaps 
the most effective and powerful reasons employed to make sales for what is frankly 
America’s leading luxury whiskey—a whiskey in which there is the kind of profit 
that warrants your interest in promoting it—especially at Christmas time. 

SEAGRAM'S 7 CROWN BLENDED WHISKEY. 86.8 PROOF. The straight whiskies in this product are five years or more old, 35% straight whiskies, 6596 grain 


neutral spirits—twenty-three percent straight whiskies five years old, twelve percent straight whiskies six years old. Seagram-Distillers Corporation, New York 
a a lc le he et a et 
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There’s Money in Riding with 
BOTH Johnnie Walkers 


It’s great to have two versions of 


one great Scotch! 

Then you have what your cus- 
tomer wants—whether he asks 
for 8-year-old Scotch (Red Label) 
or 12-year-old Scotch (Black 
Label). No chance of missing 
out on a profitable Scotch sale. 

And with mellow Johnnie 
Walker Black Label it’s easy to 


trade up your customers. That a05 
1820... 


means extra profit, too. 


WHEREVER YOU ARE 
IT’S SENSIBLE TO STICK WITH 


. OHNNIE 
2 WALKER 


BLENDED SCOTCH WHISKY 


t BOTH 86.8 PROOF 


Canada Dry Ginger Ale, inc., New York, N. Y., Sole Importer 
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Wide Awake Windows 


[Continued from page 30] 

something like a fly trap. Get ‘em in 
far enough and it’s harder for them 
to get away without buying. 

“Tf the merchandise is in the 
window, customers stand a_ better 
chance of knowing you have it. If 
they know you have it, you stand a 
better chance of getting their business. 
That’s why we have a $3,300 stock 
in our windows here and a couple 
thousand larger one in our other 
store,” Sid says. 

Frequently a special window is 
devoted to one type of merchandise. 
Usually there’s a whole wine window 
in there working for that heavy wine 
department. 


They have their own private 
brands at Maicy’s, their own im- 
ported rums, some imported wines, 
Kentucky whiskies and domestic 
wines and they hav house 
full of nationally adverti too. 
“Tf it looks like there's ar » for 
a brand, ours or a nat dver- 
tised one, we try it a 
very fair trial at th: lls, 
we plug it for all i it 
doesn’t, we carry a ick, 
That’s how our n TO 


gram is selected,” sa 


There are six sale re, 
all college gradua in 
through the stockroom Ben 
Peters, formerly manag ler’s 
of Chicago, is manager o e new 
place. He was with Sid for three 
months prior to the openii f the 


new store while the two discussed 
management techniques and_ policy. 
What they came through with is an 
irregular-interiored place designed by 
Galler, with gray oak fixtures and 
woodwork. The interior’s sort of 
hour-glass shaped and in the narrow 
portion mirrored walls are used to 
make it appear wider. Stock is 
shallow there, consisting of wide- 
spaced displays of cordials and 
specialty liqueurs. “The fluorescent- 
lit mirrors convey a very satisfactory 
illusion of space. 

Newspaper advertisements in the 
city papers are used to plug Maicy’s 
occasionally, particularly during the 
heavy liquor buying periods. “This is 
about the only advertising the store 
uses— 

Except the windows—and it uses 
them well. 


a 


ROMOTION PARADE 


HOLIDAY “LIQUOR AGE” 


In line with the company’s program 
of holiday advertising, Schenley Dis- 
tillers Corporation has turned out a 
special 24-page edition of its peri- 
odical “Liquor Age”. Mailed to re- 
tailers and wholesalers throughout 
the country, the holiday edition 
dramatizes the company’s program of 
seasonal advertising and merchandis- 
ing aids, according to $. D. Hesse, 
director of advertising and _ sales 
promotion. Present and future maga- 
zine ads, as well as_ point-of-sale 
pieces, are pictured for dealers’ choice. 


CONSUMER EDUCATION 

As part astern Wine Corpora- 
tion’s cat n to give the American 
consume! better understanding of 
Wines anc ir uses, Chateau Martin 
wine boi now bear informative 


back labe! 


different 


Each type of wine has a 

label, explaining the 
use of particular type, prope 
glass for , and most satisfactory 
temperat Also included is a short 


history g:ving origin and class. 


SEAL G).oWS UP 


Now available for distribution to 
the trade is the newest sales promo- 
tion piece of Carstairs Bros. Distill- 
ing Co., Inc. Shown below, the 


“Giant Seal” is made in half relief 
from Kingite, and is a reproduction 
of the famous Carstairs emblem. 
Designed to function as the center 
of a mass window display, but equally 
effective for counter use, “Big 
Whitey”, 2634 inches wide, is white, 
resting on a royal blue base, and 
balancing a red ball. 


TOM AND JERRY 


Designed for convenience in pre- 
paring winter drinks is the Olde Eng- 
lish Tom & Jerry batter shown be- 
low, product of Maison Rochez, Los 
Angeles. Gaily labeled by American 
Lithograph Company in green, red 
and black inks, the Owens-Illinois 


Glass Company duraglass jar, capped 
by Anchor Cap & Closure Company, 
is enveloped in a yellow cellophane 
wrapper. 


MWEAVY ARROW CAMPAIGN 


Notable particularly from point of 
frequency of insertion is the news- 
paper campaign being launched by 
Arrow  Distilleries, Inc., Detroit, 
Michigan. ‘The December schedule 
includes fifty-two individual inser- 
tions in The Detroit News, Detroit 
Times, and The Detroit Free Press, 
appearing daily in addition to a regu- 
lar schedule appearing in eleven other 
Michigan newspapers. Concurrently 
scheduled are twenty-nine insertions 
in The New York Times, The New 
York Daily News and The Newark 
News, to appear within a period of 
three weeks, 


FLEISCHMANN MUSKETEERS 


By way of stressing the balance of 
its line, Fleischmann is pushing the 
line leaders, Fleischmann’s Bond, 
Fleischmann’s Preterred Blend and 
Fleischmann’s Gin — the Three 
Champions of Quality and Shielded 
Flavor. As a symbol to dramatize 
this theme, the company has selected 
the Three Musketeers, who will 
appear in advertising and point-of-sale 
material bringing the slogan “Where 
Character Counts—Count on Fleisch- 
mann’s!”” 


ORDER OF THE JADE 


Four prominent Americans, Dr. 
Robert A. Millikan, scientist; Harry 
Chandler, Los Angeles Times; Dr. 
Rufus Von NKleinsmid, — president, 
University of California; and Dr. 
Charles Keyser Edmonds, president 
emeritus, Pomona College, were 
presented with the Order of the Jade 
at the United Chinese Relief Banquet. 
Held in the Ambassador Hotel, De- 
cember 2, the Banquet’s offerings in- 
cluded Golan and I. V. C. Sauterne 
and Sherry, the only wines served. 


TAX REDUCTION 


Developed through _ scientifically 
controlled consumer taste tests, new 
copy for Seagram-Distillers Corpora- 
tion’s 7 Crown will revolve about the 
theme that this blend is “Least Tax- 
ing to the Taste. . . Most Pleasing 
to the Palate”, according to George 
I. Mosley, assistant advertising man- 
ager. Beginning immediately in 
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This famous cordial—virtu- 
ally the only liqueur still 
beingimported from Europe 
—is a splendid gift item. 
Display Drambuie and sug- 
gestitasa gift. It will pay 
you! Stocks are now avail- 
able at reasonable prices. 
80 proof. 


Import figures show 
that Ronrico is by far 
the most popular 
Puerto Rican rum! 
And sales are increas- 
ing every day. Be 
sure that your stock 
is ample to mect the 


demand! 


Distilled PUERTO RICAN RUM 


Gold or White Labe! . . . 86 Proof 
Red Label .. . 90 Proof 
Purple Label... 151 Proof 


Best rum —bar none 


shat product 


mmr merchiandised by 
i" TS ar 
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twenty-two selected major markets 
throughout the United States, the ad- 
vertisements in the campaign will 
base their chief pull on this slogan- 
headline, illustrated by line drawings. 


“ANYWHERE YOU SEE IT— 


V.V.O. means better Scotch and 
better profits”. That’s the theme of 
a broadside being distributed for 
Martin’s V. V. O., describing the new 
ad campaign. Seventy-five advertise- 
ments in Time, Life, Fortune, New 
Yorker, Cue, and Esquire will push 
V. V.O. as the “pick of choice Scotch 
whiskies”. Stress will be placed on 
the brand’s proof—88 instead of 86.8 
—and that it more than 
most brands. 


costs no 


TWO BONDS FOR ONE 


A five-case purchase of Old Sunny 
Brook Bond, marketed by Milton 
S. Kronheim & Son, Inc., brings with 
it, free of cost, a United States De- 
fense Savings Bond. According to 
Kronheim’s printed form, modeled on 
the style of the Bonds, “You buy and 
sell at a profit 5 cases of Old Sunny 
Brook Bond—We give and you keep 
for profit a U. S. Defense Savings 
Bond”’. 


CALVERT AND DEFENSE 


By way of spurring vigor in its 
Calvert Distillers Cor- 
poration, in.a recent drive for Calvert 
Reserve, presented 325 United States 
Defense Bonds to quota-makers and 
quota breakers. One man in three 
doubled his quota or better; one in 
ten tripled his quota or better. 


sales force, 


EARLY TIMES XMAS 


New Orleans is promised a real 
Early Vimes Christmas this year. Ten 
full freight cars, packed to the doors 
with Early Times bourbon whiskey, 
arrived in New Orleans on Decem- 
ber 1 from the Brown-Forman Dis- 
tilers Corporation in Louisville, Iken- 
tucky. the out- 
standing markets for the brand, looks 
tc volume sales of Early Vimes five- 
year-old Kentucky straight bourbon 
whiskey this Christmas, and the huge 
shipment is intended to take care of 
the increased demand. 


Louisiana, one of 


A BOTTLE OF TIME 

National Distillers’ bottled-in-bond 
bourbon, “Old Grand-Dad” is doing 
a little part-time masquerading these 
days. Cartier has used the bottle as 
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a base for a unique clock, intended 


for use in the private bar. Clever 
use of lucite gives the impression that 
the clock is suspended in air within 
the bottle, the label, 


appears just behind the dial. 


reversed, 
Selling 
at seventy-five dollars, the clock not 


and 


only keeps all guests in mind of the 
time, but keeps Old Grand-Dad in 
the minds of the guests. 


LEROUX DISPLAY 


Lending the final touch of realism, 
Leroux liqueurs have been used in a 
display—the third in two years—con- 
ceived by A. W. Clarkson, of Oving- 
New York. Mr. Clarkson 


finds these tie-ups most effective when 


ton’s, 


“carriage trade” brands are featured, 


displays used for a period of two 


weeks, and either actual wine and li- 
colored to add 


queur or water used 


life. 


GREEN 
RIVER 


NEW YEAR 


HIGH MARK OF A FRUITFUL HALF CENTURY | 
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Greclings and 
a) Scictations 


rm TO THOSE WHO MADE POSSIBLE 
y THE MOST SUCCESSFUL YEAR 
IN GREEN RIVER HISTORY 


« Jo the Trade. for their generous patronage 
and hearty cooperation. 


© Jo our own Personnel...and those of our 
distributors — for their supremely success- 
ful sales efforts. 


J) “Happy and Prosperous 
New Year to you all! 


OLDETYME DISTILLERS CORPORATION 


SIN 


MORE 


SCHENLEY 
BLACK LABEL & RED LABEL 


sold in the past 
12 months than 
in any previous 
12 month period! 


*TIE-IN WITH POWERFUL “FOUR STATE” HOLIDAY ADVERTISING 


Your customers are reading full-page, full-color Schenley holiday advertise- 
ments in LIFE, TIME, ESQUIRE, NEWSWEEK, THE NEW YORKER and 
CUE. Large-size ads in local newspapers are also reminding them to buy 
Schenley Black Label and Schenley Red Label. See that they buy from yov... 


Schenley Black Label 67% Grain Neutral Spirits, 86 Proof. Schenley Red Label72'sG Grain Neutral Spirits, 86 Proof. 
BLENDED WHISKEY. Copr. 1941, Schenley Distillers Corp, N. YC. 


